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SEE the BUYING CHECK LIST on page 74 







ECLIPSE gives you 
MORE FEATURES to sell... 
MORE HELP to sell them! 


The new Eclipse easy cutting height selector is a feature 
that a good salesman can really sink his teeth into. This 
height selector, like other Eclipse features, is not a con- 
trived gadget, but a carefully-engineered, practical feature 
that has been fully tested. With Eclipse easy height 
selector a single control quickly adjusts all four wheels 
to provide any cutting height between 1%” and 3%”. Cut- 
ting height can be adjusted even while mower is operating. 
For over 50 years Eclipse mowers have been recognized 
as a “Quality Line.’”’ And for 1960 Eclipse mowers are 
newly designed with new coordinated colors, new features, 


Write today for the complete story on Eclipse mowers... 
13 models available, rotary, reel, and riding types. 
Sell Eclipse... the full profit line. 


and 
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and new sales appeal. Eclipse is the line that you can sell 
with confidence, furnish replacement parts, and make a 
full mark-up. 


Eclipse does more—spends more—to help dealers adver- 
tise at the local level. Eclipse dealers are furnished recorded 
radio commercials, TV films, newspaper ad mats, circu- 
lars, and store display materials. If you are unhappy with 
the half-hearted help and shrinking profit-margin of your 
present lawn mower line, investigate Eclipse and see why 
we say, “Eclipse gives you MORE FEATURES to sell 

.and MORE HELP to sell them!”’ 


THE ECLIPSE LAWN MOWER CQO. Division of Buffalo-Eclipse Corporation 
12917-B Railroad St. 





Prophetstown, Illinois 
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FP’ HAPPY DAYS AHEAD 
for all dealers 
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THE ONLY MOTHER ‘WF -IN-LAW APPROVED Fix-it LINE 


bad CONSUMER APPROVED e « « consistently 


advertised in newspapers, Life, Popular Mechanics, & Good 
Housekeeping Magazines. Hundreds of unsolicited testimon- 
ials on every item. 


ad DEALER APPROVED e « « every conceivable sales 


aid you can use free upon request, plus award-winning pack- 
aging that tells and sells for you. 


e PROFIT APPROVED... the DURO-PLASTIC line 


is the fastest selling fix-it line on the market today. Full 
dealer mark-up. 
















SAVE MONEY.:7F1X IT YOURSELF 


) The Original 
PLASTIC 





Mrs.. Norman J. Freeman, everloving grey haired 


mother-in-law of Vic Gelb, (he’s the sales manager). HUNDREDS OF USES 


FOR THIS AMAZING 
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PORCELAIN REPAIR 
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SALES AIDS 
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_; (just ask for them) 
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e AD MATS e ENVELOPE STUFFERS e DISPLAY RACKS 
© SAMPLE APPLICATIONS © WINDOW BANNERS See Mother at the 
DISPLAY CARD TT 
© DISPLAY CARDS NHMA SHOW * Booth 1267 © Drill i. _} 
ORDER FROM YOUR JOBBER OR WRITE 


The WOODHILL CHEMICAL CO. - 1390 &. 34th street ~ Cleveland 14, Ohie 


“Originators and World’s Largest Manufacturers of Plastic Aluminum” 


(Much imitated, but never duplicated) 























The Fath Turnover Line! 
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Sell The Line That’s Pre-Sold For You! 


NATIONALLY ADVERTISED IN 
LIFE e LOOK e SUNDAY ROTO 


















“Patent No. 2903081 





ee ee eee - RADIO e TELEVISION e OUTDOOR 
mm HI-LO ADJUSTMENT i 
DELUXE FEATURES es AW Handle adjusts up or down a full five : ATLAS-AIRE QUALITY 
.. “Sy A inches for most convenient position. Atlas-Aire mowers are non-clogging, 
a oy = self-cleaning ... out-perform all others. 
| |} STOR-MOWER AN 
| MAIL THIS COUPON! 





HANDLE , 
\ Handle stands upright .. 






for convenient out- I HA | 
L of-way storage. QUICK-A-MATIC | ATLAS TOOL & MANUFACTURING CO. 
WHEEL ADJUSTMENT | 5149 Natural Bridge Ave., St. Lovis 15, Mo. | 
Spring held lever can We will rush complete free sales package | 
be moved to any of and ordering information. Merchandise sam- 
three cutting height WIND-A-MATIC | ples available to wholesalers on request. | 
positions. STARTER | I 
Wind the crank, release | Company Name | 
and the mower starts. Pe | 
| City Zone State : 
| Your Name 
| Position j 
SS 
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Plastic Steel 


the original epoxy repair 
material with over 

1,000,000 uses for permanent 
home, farm, auto, boat repairs. 
Available in box or blister package. 
Recommended where great 
strength is required. 





DEVCON § LIQUID 


aluminum 


real aluminum in paste form — 
immediate repairs right from the 
tube. Seals, fills, caulks — 

will not rust. 





Why stock a multitude of different types and 
makes of repair materials when the 5 Devcon 
Repair Materials will complete every home, 
auto, farm and boat repair job. Here is your 
single source of supply for proven quality 
products. Devcon backs your sales efforts 
with extensive national advertising and 
publicity — LIFE, READER’S DIGEST, etc. — 


as well as a wide variety of free sales aids. 










Contact your wholesaler or write 
the factory direct for full details 
on the Devcon profit package... 

every item gives you a full 
40% profit! 










Want more facts? Circle 102, p. 81 















































an PILLAR OF STEEL TRADE MARK 


DEVCON’ rao 


tHE EPOxY "GUPER GLUE” 


the dual-purpose material — 
provides tremendous bonding 
power for any repair — also, ideal 
for all porcelain and appliance 
repairs — hardens to a 

glossy white finish. 


DEVCON’ Rubber 


real rubber in semi-paste 
form for all kinds of 
flexible repairs. 





hs S98 ge 
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for quick, easy repairs to 
furniture, toys or any damaged 
metal, wood, concrete or glass 
materials. Can be finished to any 
metallic coloring. 








NOW AVAILABLE! 


Here's the new compact, 
revolving Devcon Repair Center 
offered FREE to you in 
combination with 24 packages of 








famous Devcon repair materials. 
Get in touch with your wholesaler 
or the factory for all the facts on 
this self-service merchandiser 





that spurs impulse buying. 


DEVCON CORPORATION 


401 Endicott Street, Danvers, Mass. 
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ACCO 


EXTRA-BRIGHT 
ZINC FINISH 
CHAI N Brand new and bright as 


a dollar fresh from the mint, this chain 
will stop store traffic—men, women, 
children—maybe even smart dogs who 
would like to be chained with it. It's a 
chain so appealing that it instantly sug- 
gests dozens of new do-it-yourself uses. 


ACCO’s new Extra-Bright Zinc Finish is a 
durable protective coating bonded tothe 
chain surface. It is highly resistant to 
rust as well as staining and tarnishing. 
It stays bright long after standard zinc 
finishes turn dull and dirty looking. 


You can now get ACCO's Extra-Bright Zinc 
Finish in a wide variety of chain prod- 
ucts including dog chain, farm chain, 
Chain Salesmaker Assortment, and of 
course, in regular welded and weldiless 
chain styles. See your distributor or 
write our York, Pennsylvania, office for 
free catalog DH-176B. . 
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Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 
Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
*indicates Warehouse Stocks 


Want more fcats? Circle 103, p. 81 


~ 
| American Chain Division * American Chain & Cable Company, Inc. 
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Editorial 


by W. A. Phair 


What is the future 


“T am interested only in the future, because that’s where I plan to 
spend my time.” 


This comment by “Boss” Kettering, the GM genius, expresses a 
philosophy that perhaps more of us should have. Too many of us spend 
so much time worrying about the past, that too little time is left for 
the more important task of planning for the future. 


The past is history; what has happened, has happened. There is 
nothing we can do to change this. But the future is a clean page, 
there is nothing written on it. It is ours to shape as we want. The 
future is limited only by our own abilities and imagination. 


The past year saw many cross-currents moving through the hard- 
ware trade, affecting manufacturers, wholesalers and retailers alike. 
There was, in many high places, much confusion about the meaning 
of these events. 


Now, at the opening of a new year, we find many folks in the trade 
spending countless hours attempting to outline tomorrow's events as 
a direct extension of the past year’s experience. 


Believe me, I do not underestimate the value of past experience in 
influencing future actions. But we seem to forget that the future has 
a way of ignoring the past and moving in new and unexpected direc- 
tions. It is impossible to make tomorrow conform exactly to yester- 
day’s dimensions. 


We are truly living in an age of remarkable scientific accomplish- 
ments. We cannot help but be tremendously impressed with nuclear 
power, rockets, space travel and electronic computers. These are all 
outstanding achievements. 


Yet, for sheer power and influence, nothing that man has yet de- 
vised is the equal of the human mind. No electronic machine yet 
built has ever come close to duplicating the thinking processes of man’s 
brain. 


Each of us possesses this wonderful machine, the human brain. Yet, 
I wonder if we use it to its full effectiveness. What, do you think, 
would happen to our industry if we were to look beyond the restric- 
tions and limitations that usually influence our decisions, and think 
only in terms of our potential for the future? 


Speculating on this is not just dreaming. Science has demonstrated 


that our thinking often gets into patterns that do not change, despite 
the fact that other conditions change. The consequence is that we 
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Editorial 


continued 


get out of step with the rest of the world. This can happen in a large 
corporation or in a small store. 


One of the first signs of this patterned thinking is a disinclina- 
tion to try a new idea, to experiment. The opinion persists that “this 
is the way my father did it, and this is the way I will do it.” Any 
change that comes along is bad, to a person whose mind is in a rut. 
Others are always blamed for their misfortune. 


This type of thinking is certainly out of place in the hardware trade 
where a real pioneering spirit guided the people that founded the fac- 
tories, warehouses and stores that started our trade. Perhaps what 
we need is a little more of this pioneering spirit to guide us in solving 
some of the problems we all face. 


So, at the start of this new decade, perhaps the most appropriate 
resolution we could make would be to. endeavor to keep our thinking 
out of ruts and to always ivok to the future that is ahead of us, rather 
than the past that is behind us. 


Our guide to 1960... 


The year 1960 marks the beginning of a new decade, a period of 
great promise. All of us associated with Hardware Age are looking 
forward to these years as a time when we can develop new and more 
useful services for you. All our facilities are dedicated to this goal. 


Hardware Age starts the new year with more subscribers, retailers 
and wholesalers, than ever before in its history. We think that our 
good fortune in being able to report this to you is due to the fact that 
our efforts have generally met with your approval. 


We are most conscious that our future is based on our ability to 
serve you, to be truly helpful in your business. This is what will guide 
us in selecting material for each issue of this magazine. 


Your letters, which are steadily growing in volume, are most wel- 
come. We enjoy hearing from you, learning of your interests, your 
plans, your problems, and your reaction to articles in the various 
issues. We hope you'll continue to write us, just as you write to a 
friend who has a very sincere interest in your welfare. 


We also hope that in 1960, and the years to come, we’ll have the 
chance to meet many of you personally. Whenever you are in Phila- 
delphia, where our office is located, there is a warm welcome awaiting 
you if you will visit with us. 


We are very enthusiastic about what the future offers and we most 
sincerely hope that all of us may share a most happy, healthy and 


prosperous New Year. 
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KLAMPON 


RE-USABLE HOSE MENDERS AND COUPLINGS 





Amazing NEW FRANKLIN /nvention 


Has Revolutionized Hose Mending and Coupling 
THE ONLY TOOL YOU NEED IS YOUR THUMB © JUST INSERT HOSE AND PRESS LEVER DOWN 











MENDS AND COUPLES GARDEN HOSE REPLACES WORN FEMALE COUPLINGS REPLACES LEAKING MALE COUPLINGS 


PATENT NO. 2,725,246 


BOTT kianronw 


| 7a ea Nese Mander and Couplings j 





In one short season, KLAMPON has obsoleted every other garden 
hose mender and coupling ever made! 

KLAMPON MENDER-COUPLING mends plastic or rubber garden hose in- 
stantly ; or couples two pieces of plain-end hose. A simple press of the 





lever gives a leak-proof, pull-proof, blow-proof, lifetime connection. 
KLAMPON FEMALE COUPLING converts a plain hose end into a female 
connection; or replaces a worn, bent or leaking female coupling. 
KLAMPON MALE COUPLINGconverts a plain hose end into a male connec- 
tion; or replaces a damaged male coupling. 

All KLAMPONS are re-usable; simply lift the lever to remove. 
Just three sizes replace the long list of old-fashioned menders and 
couplings you have always had to stock. 


No. 1994 


KLAMPON MERCHANDISE UNIT includes 8 each of the 
three popular sizes of Mender-Couplings, Female Cou- 
plings and Male Couplings (7/16", 1/2” and 5/8”). 


SEE KLAMPON AT BOOTH NO. C-938, NATIONAL HG.SEWARES EXHIBIT scot. "Sn'to sen an LalFON Be 


=, 


Write for 1960 Catalog of Modern Garden Hose Accessories 





FRANKLIN METAL & RUBBER CO. * HATBORO, PA. 
Want more facts? Circle 106, p. 81 
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A SUMMARY OF EVENTS THAT 





You and your employees will pay 


more for social security in 1960 

Social security taxes are almost certain to yo 
up again, on the heels of the Jan. 1 increase. 

Broadening social security payments frequent- 
ly occurs in election years. The drive for another 
round of higher benefits in 1969 is now under 
a full head of steam. 

There are several proposals. Some would per- 
mit workers under certain conditions to collect 
benefits earlier. This might not require another 
boost in social security tax right away. 

Other proposals call for immediate boosts. 
These include adding government payments for 
health and medical costs for retired persons to 
the program. The cost would be paid by higher 
compulsory taxes on workers and employers. 

The tax goes up Jan. 1 to 6 percent of the 
first $4800 earned, split by employer and em- 
ployee. 


outlook 


Even under the present program, taxes are due 
to go up to 4% percent each for employer and 
employee by 1969. Further expansion would 
raise this. Don’t forget to increase your pay- 
ments this year. 


Pressures building for a tax-cut 
study which favors small business 


Strong support is building up in Congress for 
the small business-backed Herlong-Baker tax 
bill. 

The measure (H. R. 3000) would raise the 
national income, provide a high level of employ- 
ment, and help insure price stability, backers 
Say. 

This proposal has been introduced in Congress 
several times, but no action has been taken. It 
would cut both personal and corporate tax rates 
to a maximum of 47 percent, respectively, now. 

The measure would also correct other provi- 
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sions of the tax laws which either hinder growth 
of small firms or, in some cases, actively injure 
small, struggling business ventures. Among 
these are easier inheritance tax rules and higher 
tax depreciation on business property, equipment 
and fixtures. 


outlook 

The drive for the Herlong-Baker bill coincides 
with a House Ways and Means Committee study 
of the entire tax system. This is the time for 
businessmen to actively support tax revision. A 
strong grass roots campaign could make the dif- 
ference this year. 


Young adults are marrying sooner, 
buying more of the things you sell 


Dealers should aim more and more for young 
adult customers, government market experts 
say. 

The reasons: Buying power of younger cus- 
tomers is rising faster than any other age group. 
Their interests are shifting toward more serious 
purchases. 

Americans are marrying younger, the govern- 
ment reports. Now the median age for marriage 
by men is 22 years. Sixty years ago, the median 
age for men was 26 years. Twenty years ago, 
it was 24, 

This means that new householders and home- 
owners now are younger than in the past. Se- 
lections by these couples will be vastly different 
from those of older couples, the experts point 
out, with emphasis on modern furnishings for 
modern homes. 


outlook 


Consider this younger marriage trend in your 
displays, inventory, and promotion planning. 
Remember that modern newlyweds start out with 
more furnishings than their elders did. Also, 
keep in mind that these customers are much 
more credit conscious than most older persons. 


Want more facts? Circle 105, p. 81 


WILL AFFECT YOUR BUSINESS 
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BRIGHT STAR ° STAR CREST PINE CONE 


DAZZLING NEW MIRROR-LIKE FINISH GUARANTEED TO PUT A 
GLOW IN YOUR SALES! See it in three of the fastest-selling, freshest-styled stainless. 


lines: Hallmark! Stylist! Silverskill! You'll see the same fine quality Wallace graded stainless. The same 
superior Wallace craftsmanship that gives you perfect balance (never bowl-heavy), perfect uniformity 
every time. All at the same familiar quick-sale price that trades-up your stainless flatware customers. 
See for yourself. Stock up on new Wallace with Deep-Glo today and watch them gooo00000000000! 


A DIVISION OF WALLACE en cntiae WALLACE NZ STAI N LES ) AT WALLINGFORD, CONN. SINCE 1835 


SHOP THE NEW WALLACE DEEP-GLO LINE AT THE SHOW 
CHICAGO NHMA, BOOTHS NO. 196 AND 198, JANUARY 11-15 


————— 


— _ : 
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TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Retail prices still climbing . . . 


A continuation of the upward trend of price increases on consumer 
goods is likely in 1960. A bulletin, recently issued by a wholesaler 
to its dealers contained price changes on 70 basic products, 64 of 
which were price increases. Only six were lower. The National 
Assn. of Credit Management adds additional support to this likeli- 
hood. In a recent NACM poll of more than 100 businessmen, 50 
percent say they expect price increases on manufactured products. 
Failure of the hardware dealer to remark his merchandise, and 
keep up with these changes will result in lost profits. 


Optimism on home building . . . 


Many economists have predicted a cut in home building in 1960, 
because of tight mortgage money. But, there are some who disagree. 
For example, a manufacturer of building materials claims that 
home building in 1960 will be higher than in 1959. This claim is 
based on general prosperity, a greater demand for quality housing, 
and a rising population. This manufacturer also feels that the 
credit pinch may be mearing its peak, and that higher interest 
rates did not place a severe drag on the 1959 home market. 


Personal income at record... 


Personal income continued its upward swing in November for a 
record annual rate of $384.4 billion. This is a $2.5 billion gain on 
October, according to the Commerce Dept. The November total 
topped the previous record annual rate of $383.8 billion set in 
June, the last full month before the steel strike. Wage and salary 
payments, the biggest portion of the personal income total, rose 
$1 billion in November to an annual rate of $260.2 billion. 


Appliance sales gain expected .. . 


The outlook for sales of major appliances in 1960 is good. Sales 
are expected to rise 7 percent higher than the 1959 level, which 
was 15 percent above 1958, according to the Commerce Dept. Most 
all segments of the industry, including the newer-type appliances 
such as built-in ranges are expected to show gains. The obsolescence 
factor favors the optimism. For example, about 8 percent of all 
household refrigerators now in use were made before World War 
II. Similar obsolescence is present in other major appliance cata- 
gories. 
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FINEST 


SEE US AT THE 
CHICAGO HOUSEWARES SHOW 
BOOTHS 156-162 





< 
* Guaranteed by 


Housekeeping 7 
we 


45 aovearseo ™* 


Stock up and display this exciting new cookware. 
There’s a pocketful of profit in it for you! 


Two colorful display banners, 14 x 20” ... one featur- 
ing A843M Saucepan and the other illustrating ALL 
specials... packed with each A&843M Covered Sauce- 
pan Shipping unit. 11 x7" price card included. Also 
newspaper ad mat free on request. 


ALUMINUM mmm 


A powerful promotion, 

backed by national advertising 

in THIS WEEK MAGAZINE, 
PARADE, and leading women’s, 
home service, and farm pean 


ae Te imo ae ee ee che 
hedge Ae & "tk iat a = : ot z 
*” 





Best for Coffee! Best for Price! 
9-CUP MIRRO PERCOLATOR 
492M. Ship. unit 4 only, 534 Ibs. 


Cherinl 5312 


Regular $3.75 Retail 





For Healthful Waterless Cooking! 


1-QT. MIRRO GOLD BAND 
A COVERED SAUCEPAN 
. Ship. unit 1 only—134 Ibs. 
1251M. 


Regular $3.35 Retail 











One-Piece! Easy-to-Clean! 
12-CUP MIRRO MUFFIN ea 
162M. Ship. unit 6 only, 3% 


Cheri 880 


Regular $1.00 Retail 


SEAMLESS! 





Whistles When Water Boils! 


2'2-QT. MIRRO FLIP-CAP 
COPPER-TONE WHISTLING 
TEA KETTLE 


1502'4CM. Ship. unit 4 only, 6 Ibs. 


Cherial $238 


Regular $3.50 Retail 





For Dining or Decoration! 


3-PC. MIRRO COPPER-TONE 
MOLD SET, GIFT BOXED 
Ship. unit 3 sets, 5'% Ibs. 


Regular $993 
$3.95 Retail 


ifth Av Bidg.. N 
» MIRRO ALUMINUM COMPANY, MANITOWOC, WISCONSIN Merchandise mat'Cheeage St 
Want more facts? Circle 104, p. 81 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


Replacements, repairs: Targets for 1960 promotions. The 10-15 
percent dip expected in housing in 1960 has a bright side for 
dealers. A big boost is seen in home repairs and modernizing. 
Tight mortgage money will steer many home owners to make-do with 
pre-war and early post-war housing. Do-it-yourself roofing, plumb- 
ing, masonry, carpentry, painting, electrical projects in the 
Spotlight. Promotion, coupled with credit, will bring you Sizeable 
gains in these lines. 


























Looking for a sales sleeper? Water softener sales expected to double in 
five years, on the heels of a 25-35 percent gain in 1959. Once a luxury 
appliance, softeners are fast becoming as staple as automatic washers. 
Residential sales in 1959 topped $100 million, more than twice the sales 
in 1956. Customers are learning that hard-as-nails tap water can be made 
cheaper (more suds, less soap), and more practical (better laundering, 
fewer bath tub rings) for less than the price of a good TV set. 
































Tips for post-Christmas sales, displays. Fill vacant shelf areas 
by opening cartoned merchandise, and stacking samples on top of 
empty cartons. Looks like you have twice as much stock, ‘til 
Spring goods arrive. Customers expect bargains after the holidays. 
Give them sale counters laden with odds and ends at a common 
price, such as 88¢, using your inventory records to spot dogs and 
overstocks to fill the tables. Find a second use for overstocks in 
preference to taking markdowns (i.e., Small grills, barbecues 
make good planters). Put a "Buy now for spring brides" sign on 
leftover fancy giftwares. Many 1959 toys will be obsolete next 
Christmas. Better mark ‘em down, move ‘em out. 









































How to gross $200 a square foot? It's easy if you have a few feet of side- 
walk space to Spare. Shopping centers which have installed coin-operated 
children's amusement rides report them to be big profit makers. A majority 
of centers say the machines are good for $1000 to $2000 a year. Each 
machine takes less than 8 sq ft of sidewalk area. This boils down to a 
broad average of some $200 per year income per square foot on free, 
outside space. The electricity bill is minor. If you want more facts 

about this profit maker, call a vendor. They are listed under "amusement 
devices" in the yellow pages of your telephone directory. 
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LUXURY FINISH 


LOOK HOW Sevma ay) *¢ane 
MAKES OTHER WOOD FINISHES OBSOLETE: 


INCOMPARABLY HARDER, HIGHER GLOSS ~— Perma-Than 


has 63°, the hardness of plate glass . . . yet with remarkable flexibility! 


SENSATIONAL DRYING TIME — Perma-Thane's second coat can be 
applied in 30-40 minutes! 

LASTS UP TO 3 TIMES LONGER THAN CONVEN- 
TIONAL FINISHES — Perma-Thane welcomes hard usage 


treads, railings, banisters, furniture, etc. 


relaMmileleia Mae ot Tis 


SCIENTIFICALLY BONDERIZED — Amazingly adhesive Perma-Thane 
— through molecular cross-linkage — remains a single, thin, fused film, however many 


coats are applied. 


THOROUGHLY RESISTANT TO DAMAGE — Perma-Thane | 


indifferent to water, alcohol, seawater, oil, acids detergents — unsurpassed in resistance 


to flame 


TO THE DEALER: 


Perma-Thane_ represents a_ scientific 
break-through" in the achievement of 
a true urethane system ... a brilliant 
new concept in clear wood finishing. 


You'll step up your 1960 profits with 
Perma-Thane . . . because people who 
want the best — the most beautiful and 
the most enduring will want PERMA- 
THANE! 


Order Perma-Thane through your regu- 
lar distributor. . . . It is still possible 
to become a Perma-Thane distributor — 
but it is essential to act promptly. 


¢ 


MAIL THIS COUPON TO 


V Porma-. Thane FINISH 

BSB CHEMICAL CO., 

eRe 
COMPANY_____ 

ADDRESS___ 


| | DISTRIBUTOR 


784 MEMORIAL DRIVE, 
TITLE 


CITY 
| | DEALER | | MFR’S AGENT 


2°) 3 ee 


boy Vi i- i iis) e) mee}: B 





MASS 
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* 
MARK I . 





T.M. Reg. 


AUTOMATIC CAN OPENER 








New advanced design! Single handle automatic opera- 
tion! Sparkling new kitchen colors, copper or chrome 
trimmed—or all chrome. Opens any shape can. 
Magnetic lid lifter. 


vt Bice ant 











t 
SA 
MEAT GRINDER SALAD MAKER =“ 
Sturdy vacuum base grip provides space- Sure Grip 4 vacuum base saves space, 
saving, counter-top efficiency. Easy to holds firm. 3 cones—stringer, slicer, shred- 
use, fast, easy to clean. Chops or grinds der. Extra cones available. Mounts on 
all meats, vegetables. counter 





~~ 
PENCIL SHARPENER JIFFY CAN OPENER 
Rotary cutters. Spillproof. Clean, sharp New all-purpose hand model with cutting 
action. Fits Dazey bracket wheel! With or without magnet. 



















a WV) ~ | , 
CALL THE DAZEY. ICERAMIC ROCKET ICE CRUSHER HAND MIXER 
New design! Works on Low priced! Chrome plated R d die- t f ' 
REPRESENTATIVE NEAREST YOU table or wall! lee-Cup- id ond headin high impact papery ne ayy 
i et with matching tyren vp, b d en i . . 
Ericksen-Gruber Co. Reid H. Cox & Co. bucket, lid. Eee 
Portiand, Ore. Atlanta, Ga 
Wagener & Swanson Co. Simpson & Co. 
San Francisco, Calif. Memphis, Tenn. 
Los Angeles, Calif W. C. Rein Co | 
¢ - « Nee ° : 
Gambie & socktien. Kicks Co. Kensas City, Mo. » N 
Why FOR. Merchandising Sales Co. 
Fred nex oeg Mag Belmont, Mass. = — 
eg bin Bernie Leinoft | ij 
ee ee New York, N. Y. SHARPIT JUICER 
. . Sharpens knives, scissors, other small Gets all the fresh fruit juice 
Slattery & Zebrowski The John E. Naymann Co. household tools. Fits Dazey bracket. fast! Wall cametedl Fits 
A Lutherville, Md. Cleveland, Ohio x standard Dazey bracket. 
OR WRITE US DIRECT. ~ SEE US AT BOOTH 201-203 


Be sure 
ALL DAZEY PRODUCTS it’s a 
are guaranteed in writing, free of de- 


fecta in workmanship and material. 









mene * or 
> Guaranteed by > 
Good Housekeeping 
” 


ay 





"07 
45 aoveanisto 





i ee ‘ ) MANUFACTURED BY THE DAZEY CORPORATION, ST. LOUIS 7, MO. 
Want more facts? Circle 108, p. 81 
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NEW “SOFT-SWEEP” BRISTLES 


HO IN NEW ZIP-OPEN IS? 


KITCHEN BROOM WITH So'-Sivcc>” BRISTLES 


Exclusive! Thousands of tiny bristle tips pick up fine dust, dirt. Handles, blocks, bristles in pink, yellow, turquoise. $3.98 retail. 


INDOOR BROOM 


Tampico bristles, for wooden floors and all smooth surfaces. Beige handle and block. $2.49 retail. 


QUTDOOR BROOM 


Practical broom for rough surfaces—sidewalk, driveway, patio. Palmyra bristles, orange block and handle. $2.49 retail. 






















BRUSH G ue KEY VALUES THE HOUSEWARES SHOW 
nisin scale | BOOTH 915-917-919 


MAKER © 


EMPIRE BRUSHES, INC. Hi PORT CHESTER, NEW YORK 
Want more facts? Circle 109, p. 81 


Week 





HARDWARE AGE, December 31, 1959 © 17 





Per oo J ne “ 
...' s 7 , [= t. : be tte os ,, > “et - 
~ +? SPO Oe Ra 
; ee 
. A “> 
5 * be c ‘ * ~. a 
F “~, +e% ys Pe ae ; fe ¥ at ld ? “ a 
oY s vib ean a a s.r at 
ot > eX” ° ve 
3 ~ a ! « 7 
* 
a i c. —— 
‘i ; 
nay a ded! - 
~~ 2 _- »- 
P« .) 
af 
. 
a 
f y 
, “< 
24 ¢ 
ee 
pe P _* 
z | f 
: _ 
: es se es ® 


A BRAND NEW METALTHAT ©. 


he 


ye SAVES} 


UP TO 


py ie 
ig VF 4 


@ Long Lasting, Serviceak 


73 


Silver-Brite Finish , ghee 
® Superior to Abie 


SHERMAN ~ . 36- ere ‘ye NEW for ‘60 
“LONG GRIP” — ik? yt “SHOPPER STOPPER” 
CLINCHER COUPLING - ~> NUN Yea HOSE GOODS CARD 


SHERMAN i MERCHANDISER 
RE-USABLE f _ 


PRR AIR a featurin 
COUPLING wip? Neat BiNew Aer . g 
5 ’ ‘\ 4 AS / , 


ASK YOUR JOBBER REPRESENTATIVE ABOUT Sonm-alloy. 


inf ” j f = | 
vn i}. | Wt . T h ye T 
ABUL GO UL QA UHM LOS OVUAA 
; 


H. B. SHERMAN MANUFACTURING CO., Battle Creek, Michigan 


Want more facts? Circle 110, p. 81 
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THE NEW AMAZING LOXEM SAFETY LOCK 


IS NEEDED IN 


EVERY EXISTING. HOME! 











Inside, LOXEM SAFETY LOCK provides positive protection 
on all doors, even on back doors with glass panes. EASILY added to any door, 
as no cutting of holes in the door is needed. 


= = F | | | 
@ Proves gr atest @e gee? 
<pamar G00! yerks 
» {spexia”? secassay ** 
> a 
gees wa oe pant 
4 . 
{ : corel 


Even after door glass is broken, 
burglars have NO METHOD of 
opening the LOXEM SAFETY 
LOCK from the outside. 

This is the door through which 


burglars enter to ransack a 
house 
































Attractively mounted on a colorful 5” x 8” display 
card, sealed inside of a transparent film, permitting 
3-dimensional inspection without opening the pack- 
age. Prevents handling — losses — SPEEDS SELLING. 









ai . LIST Bae SUPPLIED COMPLETE WITH: 
is | sie —_— ee 3 strikes to fit any door 
a » seen igs Bee: 2 keys and instructions f 
LOXEM 481 Main St., New Rochelle 6, N. Y. 


Pot No. 2,722,819 Export Dept.: DELFA, INC., 271 Cnrurch St.. N.Y. 13. N.Y. Made in US.A 
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HARDWARE AGE, December 31, 1959 © 19 














No-Stoop 
Unbreakable 


STEP-ON CAN 


Lid lifts at touch of toe. Handy 

for kitchen, bathroom, nursery. 
Sanitary, easy to clean polyethylene 
... never rusts, will not dent. 
No messy insert can needed... 
removable lid, bail handle 

for easy emptying. 17-qt. 
capacity. 13144” high, 11” dia. 
Yellow, white, pink, 

turquoise, copper tan with 
gold trim. 


from 
















Unbreakable 
BREAD BOX 


1514”x 1134" x 1014”, big enough 
for 3 regular or two sandwich loaves 
plus other items. Handy shelf stores 
rolls, buns, cookies, cake, etc. 
Polyethylene cutting board built 
into door will not show knife 
marks or dull blade. 

Yellow, white, pink, turquoise, 
copper tan with gola trim. 
























VEGETABLE § New... 


CADDY revolutionary 
Th breakable 3-in-1 
ree, unbrea ' 
ventilated bins on ROTO-JUICER 
mobile metal rack wheel 


Juices, serves, stores. 
vegetables from porch to 


| Unbreakable, easy-to- 
ep “0 pon clean. Chrome-plated handle 
easily to stand on table. turns reamer on nylon gears 
Yellow, white, pink, ... nothing to rust. 
turquoise or copper tan With juicer detached, 60-oz. 
plastic bins with covered pitcher serves, 


ITEM PT-710 %$995* 


ITEM PT-725 %598* 





bronze-tone rack. stores juice. 
Yeliow, pink, turquoise, 
* 
ITEM PT-708 ©=69$995 copper tan with white trim, 
or all white. 


ITEM PT-770 
$4.98* 





Individual 
WALL BIN 

17” x8” x9", 

ITEM PT-707 $249* 





*Suggested Retail 


VISIT THE PLAS-TEX DISPLAY AT THE NATIONAL HOUSEWARES SHOW 
JANUARY 11-15 ¢ NAVY PIER e CHICAGO e SPACES 434 - 436 - 438 


OTVE- lili malel*l 1 ho2- lat 


CAIL-DAK The best in Housewares 
PLAS-TEX THE PLAS-TEX CORPORATION 


OFFICES & FACTORY: 2525 MILITARY AVENUE, LOS ANGELES 64, CALIFORNIA 








67 
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Genuine 


CAL-DAK 


for quality 


from 





FLIP-OPEN 
Marlite®* 
SNACK SET 


Tables flip open when lifted from rack, 


Wall-Mounting 
HOSE REEL 


Hang reel on wall bracket near faucet 
... water flows as hose 


Top held firm by metal bar. Cal-Dak SAFER = unrolls. Reel and hose << '> 
exclusive Space-Saver Rackt holds Triple Bar Model lift off easily Non” a 
ne folded snack tables, makes BED RAIL* LAUNDRY for storage. “i> 
a decorative storage unit 7 / 
only 3014” high, 714” deep. New triple bar CART item No. 221 =i § 
construction gives Goes up and down r\' 

sa ' $29095** added protection: for stairs as easily as $g95"° 

ee wen Welwew ees babies and small a baby carriage. , 
ae No. a nie children. Handsome An exclusive Cal-Dak 

orentine Brass-pla bronze-tone finish. design that women 
frames...32495** will love. 
*Guaranteed by Good Housekeeping Item No. 960 
+Patent Applied For $295 each** Item No. 659 


$'795** 





*Patented U. $. Patent No. 2,859,454 


@*Fair Trade Price 


VISIT THE CAL-DAK DISPLAY AT THE NATIONAL HOUSEWARES SHOW 
JANUARY 11-15 ¢ NAVY PIER « CHICAGO e¢ SPACES 428 - 430 - 432 


OIvr-liis malel’) th) 2- lat | 


.: AL-DA Ke Work-Saving Quality Housewares 
PLAS-TEX THE CAL-DAK COMPANY 


OFFICES: 2525 MILITARY AVENUE, LOS ANGELES 64, CALIFORNIA 
FACTORIES: LANCASTER, PA. + LITTLE ROCK, ARK. + COLTON, CALIF. 
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GARROWAY'S ‘: PAAR | 


got it... has 


WITH INSTANT VIGORO 


THE PROVEN* PRE-SEEDED ROLL-OUT GARDEN GOES COAST-TO- 
COAST ON NBC-TV THROUGHOUT YOUR SELLING SEASON 


Across the land, NBC-TV’s Garroway and Paar will be teamed with major 






magazines and dealer aids to spark powerful buying action among 81 
million Americans for JiFFY PLANTER . . . the top-profit roll-out garden 


that’s guaranteed to grow. 


JIFFY PLANTER PLANTS A GARDEN OF OVER 1,000 PREMIUM 
ANNUAL SEEDS — AS EASY AS THIS! 


1. Loosen top soil. 2. Roll out Jiffy Planter. 3. Keep well watered. 


a 


ORDER NOW — BEFORE THE PROMOTION BREAKS! Cut it, shape it, plant it on slopes. Cellulose mat protects seeds from rain 
See your wholesaler, jobber or write direct and birds, discourages weeds . . . makes gardening a breeze for all ages! 


UNION WADDING COMPANY 


PAW TUCKET, RHODE ISLAND 
SINCE 1836 *Over a million satisfied growers in 1959. 


BE SURE AND VISIT US AT THE INDEPENDENT HOUSEWARES EXHIBIT. ROOM 945, HOTEL MORRISON — JANUARY 10, THROUGH 14TH. 
| Want more facts? Circle 114, p. 81 
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°. ‘eo. °. sqibres Design for ultimate usefulness, Merchandising for extra point-of- i 
. ** purchase salesmanship, and Advertising to stimulate demand. It adds up,.-, 
to more profits in your pocket from every NATIONAL Brush. Contact’=" 
is NATIONAL jobber. for full details on the new, a NATIONAL 
_ Brushes for EoeO ! ‘@- “@: 
























































“@BRUSHES. MAKE... 
YOUR®:CUSTOMERS: 





"REACH e: ©  @: 


> 
al 
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“@: *@ customers do reach for NATIONAL Brushes ! 
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They’re pre-sold through 


‘NATIONAL’S exclusive P-D-M-A program: Packaging for maximum eye.g. 





sak 
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© Sertional. Dita * a handful of help for every cleaning joh --- 
-@- °-@- . e: “© *® ® e: ®- oe: . e- 








‘é: sistiouitshush.comPuat ‘é: 


@: ‘AURORA: ILLINOIS: 
‘e: <@: ‘e: -@: 






































At the housewares show...Chicago, Jan. 11-15 


This great polyethylene advance brings you the high- 
performance, high-profit items your customers 
need...see them displayed by these manufacturers: 


Booth No. Booth No. 


Federal Tool Corporation ....695 Rubbermaid, inc. .....++«+-+ 809 
Loma industries, Inc Blisscraft of Hollywood 
Dapoil Plastics, Inc. Rona Plastic Corporation... C88s 








This is how exhibitors will show the arrow... 


it marks articles of polvethvlene copolymer 





EXHIBITOR NAME ccarenz 
MOLDED HOUSEWARES 


made of BAKELITE Fes 



































4 


...and notice all these 


Saleswinning features! 


Cold-weather toughness — Articles molded of Bakenrre Brand Polyethylene Co- 


polymer didn't crack when dropped 6 feet on a concrete floor at 49° below freezing ! 


Flex life—A sample of Bake.ire Brand Polyethylene Copolymer was bent 200.000 
times without cracking — ordinary polvethylenes cracked at only 30.000 flexes. 


Rigidity — Bakexire Brand Polyethylene Copolymer is one-third more rigid than 
general-purpose polyethylenes for similar applications. 


Appearance —Gloss and color of BakeLire Brand Polyethylene Copolymer com- 
pare with or surpass the better general-purpose polyethvlenes currently available, 
Detergent resistance —Imimersed in harsh detergent solution, BAKELITE Brand 
Polyethylene Copolymer proy ed six times more resistant to cracking than conven- 
tional polyethylene. 


A product of Union Carbide Plastics Company, Division of Union Carbide 
Corporation, 30 East 42nd Street. New York 17. New York. Jn Canada: Carbide 


Chemicals Company, Division of Union Carbide Canada Limited, Toronto 7. 


Look for the big orange arrow... Talk to any supplier 
who displays it... See the new saleswinning articles 


made from BAKELITE Brand Polyethylene Copolymer! Ley \5i=j)e) a 
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ys every cleaning nendl / 


It's the RIGHT brush if.... 
It's a WRIGHT-BERNET brush. 


No. 24 PROFIT-PAK 
Floor Brush Display 


FE 5 = = 
| | | 
| 


Fl /o or jn Y 
eP 
iS BRP HOMES 
moe) “pr INDUSTRY 
MAINTENANCE 
, 
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NN A_| 
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TT ini Jedd Willi Mee ny | vy Wal Wii \a 


No. 1750 PROFIT-PAK TT AAR 


Household Brush Display 


You can be sure of a 
Profit-Packed turnover 
with the PROFIT-PAK displays 

















/, j 


Li, 
WRIGHT-BERNET, INC. DON'T FORGET — 
1524 Bender Ave., HAMILTON, OHIO Sf é2’4 Baushes /-"'Wright-Bernet” 
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B. EGoodrich/ 
Dealer's Guide to B.F.Goodrich 
garden hose for 1960 








Here is the 1960 line of B.F.Goodrich garden Ask your distributor salesman how, with only 
hose. Use this guide to order your stock from a modest inventory, you can serve a// of your 
your B.F.Goodrich distributor now. garden hose customers. For name of your distrib- 

B.F.Goodrich garden hose will be featured — utor and free 8-page booklet giving complete 
in the NRHA’s Hardware Week promotion in _ specifications and describing free promotional 
April. There are many other sales aids to help materials available to you, write B.F. Goodrich 
you sell more hose. Industrial Products Co., Akron 18, Obio. 













PROFESSIONAL 


eanoenen’s $4405 Ewes sqg5 6 wwm $795 = tela, S795 


Consumer price Consumer price Consumer price Consumer price 





BEGoodrich 





Ciramenerene” GLO SRF enennewe SAID OH reenwnewe 99D anc *§99 


Consumer price Consumer price Consumer price ** green opaque 





7 


MARCO" $9759 “EEO” $9905 (‘TR 9795 soucome seags 





Consumer price Consumer price Consumer price Consumer price 


B.EGoodrich garden hose 
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STANDARD CAN OPENER 
from $2.49 


MAGNETIC CAN OPENER 


from $3.49 
TABLE 


ICE CRUSHER ICE CRUSHER 
from $7.95 from $9.95 


aa ‘ 


ELECTRIC! 


and so are the results 


— AUTOMATIC -ELECTRIC CAN 
OPENER $24.95 


AUTOMATIC 
CAN OPENER 
from $4.98 


BUDGET 
CAN OPENER from $1.98 


PORTABLE KNIFE Bicy PNUbse).) Silene te ient jiomer \, me) d4. 3: 
PORTABLE CAN OPENER from $1.98 _ SHARPENER $1.98 KNIFE SHARPENER $27.95 


* One year guarantee on electric models 


COMPARE quality e For features, for dedicated craftsmanship, for everything that makes 
a product good — Swing-A-Way stands out from all the other brands. And, to top it all, 
Swing-A-Way has been rated first in quality and value by America’s foremost independent 
testing laboratory. COMPARE style e One glance tells you that the Swing-A-Way line 
looks good. You'll notice immediately the pleasing rightness of form in every product. Every 
part is engineered and designed to work perfectly with every other part, and everything 
(even the styling) serves a useful purpose. Swing-A-Way’s fresh style assures sales success. 
COMPARE price e Swing-A-Way with its fresh beauty and fine workmanship is the worth- 
more product that costs less. Check and you'll find Swing-A-Way prices are substantially 
lower than comparable models of the other brands. Sales prove... Swing-A-Way is the 
smartest buy! COMPARE guarantee e Swing-A-Way builds-in the kind of quality and 
performance that makes it First in its field, and First in ratings by America’s foremost 
testing laboratory and publisher. As proof of our confidence, Swing-A-Way products* are 
backed by a specific 5-YEAR free service GUARANTEE! Among the leading brands, 
Swing-A-Way has the ONLY 5-YEAR guarantee you can get! Swing-A-Way Manufacturing 
Company, 4100 Beck Ave., St. Louis 16, Mo. In Canada: Fox Agencies, Port Credit, Ont. 


You can sell more, make more with SwinG AWAY 
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GYLVE ANY 


Sylvania’s hard-hitting 
point-of-sale kit... 


helps you build higher lamp turnover 
...e@arn more dollar profits 


assistance in setting up a complete 


D; VELOPED with the cooperation of 


the National Retail Hardware Associa- 
tion, this colorful Sylvania in-store pro- 
motion kit stimulates positive buying 
action .. . helps you break away from 
the national two times turnover ratio” 
of the average hardware store. 


Why not use this display material in 


your store to stimulate impulse buying? 


Enjoy your customers’ smiles—and pur- 2. 


chases s they arehumorously reminded 
to buy bulbs. 

And, that’s not all. Your 
representative also provides: 


Sylvania 


1. lamp assortment recommendations 
(based on continuing marketing surveys 
in hardware stores) that can give you 4 
to 5 times turnover annually; 


lamp headquarters with the most appro- 
priate merchandiser display: 
3. for qualifying dealers, greater dis- 
counts as lamp Sales increase on the new 
Sylvania HS contract. 
SYLVANIA LIGHTING PRODUCTS 
Dept. 9L-8212, 60 Boston St., Salem, Mass. 
In Canada: Sylvania Electric (Canada) Ltd. 
P. O. Box 2190, Station ““O", Montreal 9 


For your free display kit, mail coupon today ————- 
OK, Send me the free point-of-sale kit 


Your name 





¥ SYLVANIA® 


Subsidiary of 


GENERAL TELEPHONE & ELECTRONICS 





Company 


Address 








City. SS State 
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Anchorglass Dinnerware 


icant aie Everyday dinnerware 
able in the following open stock and sets: with q party look! 


DOZ. LBS. APPROX. 
NUMBER _ SIZE ITEM CIN CTN RETAIL 


W4679/62 807 Cup 6 


W4629/62 534’ Saucer 6 15 : . : 
W4674/62 4%" Dessert 1 | flowers enhance this new gleaming white 


The delicate red, tan and grey tones of stylized 


W4638/62 736” Salad Plate >: 95 dinnerware. It’s sturdy and functional for 
W4667/62 65%” Soup Plate 25 every meal every day, yet it’s pretty enough 
W4641/62 9% Dinner Plate , 29 
N4678 814 Vegetable Bow! 39 
W4647 "x9" Platter 1 2 59 Anchorglass Primrose Dinnerware won’t 
W4653 62 Sugar& Cover 2 29 
W4654 Creamer 2 25 
SETS 


CTN : yy" y "> Vo 2 
wagon, 1! 16 Pc. Set 4 37 3.29 type of dinnerware. And even the strongest 


W4600 19 Pc. Set 4 3.89 detergents and automatic dishwashing won’t 
W4600/21 35 Pc. Set 8.49 bother it. 
W4600/22 53 Pc. Set 1 32 12.95 


to go to a party. 


craze or stain. Piping hot foods won’t affect 
it. It washes easier, cleaner than any other 


It’s low priced for volume sales, allows you 
Also available: two new matching white tumblers with 


Primrose decoration a high markup. This means on-sight sales, 
poz. 


CTN fast turnover and big profits. It will pay you 
W183, 62 5 02 Fruit Juice 6 23 


romote Anchorglass Primrose Dinner- 
W181/62 lloz. Tumbler 6 38 to promot - 


ware. For additional information on Primrose 
Dinnerware and other Anchor Hocking glass- 
ware, see your wholesale distributor or write 
us direct. 


. more than ever. 


ANCHORGLASS 


makes you money... makes you friends 


ANCHOR HOCKING GLASS CORPORATION 
LANCASTER, OHIO 


Visit us in Booth C-533-537, National Housewares Show, 
Navy Pier, Chicago, Illinois. January 11-15. 


Want more facts? Circle 121, p. 81 
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Send for brochure and complete facts. 
I name 
} ADDRESS — 

CITY a oe 





STATE —— 








5 Color’: 


CHARCOAL + GREEN 
NATURAL (TAN) 
INDIAN IVORY e¢ ROSE 


POR-O-POR CO. of FLORIDA 
MOUNT DORA, FLORIDA 


Want more facts? Circle 122, p. 81 
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| YOUR 
| DISTRIBUTION 
| OUTLETS 


| THESE 


| See them 


| during the Nation- 
| al Housewares 





ROWERS « - - WE MAKE 


\V 
waxers ror EVERYONE! 


IT’S THE ara LINE 


———— 
%& 2-CUPS %& 12-CUPS 
% 5-CUPS % 14-CUPS 
tc 9-CUPS *& NEW 25-CuPs 








ALCOA 


BROADEN 


WITH 


ALL THESE 
SENSATIONAL EXCITING ... NEW 


ITEMS! PLUS 2-CUP AND 5-CUP 


MODELS WITH 
AT DUAL ELEMENTS TO 
BOOTH C-289 OPERATE ON: 
12-VOLTS ... 

FOR CARS ... BOATS... PLUS 


115-VOLTS ... 
FOR HOMES ... MOTELS... ETC. 





Show ... Chicago 
NAVY PIER 


“/ke METAL WARE 


TWO RIVERS, WISCONSIN 


Want more facts? Circle 123, p. 81 





FROM 


U.S. METAL-PLASTICS 


LAUREL, MARYLAND 


THE 


GUILDS LINE 


OF NATIONALLY ADVERTISED LAWN AND GARDEN PRODUCTS. 
AN ESTABLISHED REPUTATION MEANS CONTINUOUS PROFITS 
TO YOU. 


PLASTIC BONDED TO STEEL products. 
A COMPLETE LINE OF... 


» « « PLANT PROPS AND 
LAWN . « « WICKET FENCING PLANT LADDERS 


AND —FIVE STYLES, USING THE PLASTIC LOK- —A VARIETY OF SUPPORTS FOR ALL 
BEACH LINK, IN POINT-OF-SALE DISPLAY PACK- TYPES OF PLANTS, FLOWERS AND 


COASTERS AGES. — c 
7 bt 
>-—— 
— 


—FOUR COLORS 
PACKAGED IN 
ATTRACTIVE 
DISPLAY CARTONS. 
HOLDS BOTTLES, 
GLASSES AND 
BEVERAGE CANS 

















“GET THE BEST— GET THE BONDED PROCESS” 


iu i tele); CHIP-PROOF 


FOR LAWN AND GARDEN CARE—THE GOLDEN LINE OF LABOR SAVING 
ITEMS. 





GRASS-CHEK 
WEED LAWN EDGING 


GUN — ALUMINUM — 


DESIGNED FOR ALL SIZES AND GAUGES. 
KILLING WEEDS SPECIAL PROMOTIONAL 
EASILY AND LINE AVAILABLE. 
SIMPLY. BROAD 

BASE PLUNGER 

DOES NOT 

SINK INTO GROUND. 


SHIPPED IN 6-UNIT COMPLETE JOBBER AND 
DISPLAY CARTON ADVERTISING PROGRAM 





OF QUALITY 


VISIT OUR BOOTH, NO. 1161, 
AT THE NATIONAL HOUSEWARES EXHIBIT 


LAUREL, MARYLAND PARKWAY 5-3510 
SEE YOUR JOBBER FOR THE GOLDEN LINE 


Want more facts? Circle 124, p. 81 





LENOX PLASTICS 


presents 


the 1960 Spring program for 


~~ 


m 


oT BRANCHELL 


BRANCHELL Abglec 


»++ ANd NEW 


Now! 3 great names in melamine 

oh ae lated Mast -t-iilet-Meotelasl-lial Miie-lims lelit- ts 

and promotional price lines to give you the one * 
rotolaal oll -1i-Maal-ir-laslisl-Mmellalal-ja 2 le -) pear: mn for 1960. 


And it's backed up by the most sales-compelling New National Advertising —to tel! your 


advertising and merchandising support in Lenox customers about this exciting 1960 program! 
Plastics history. pe & 

Year 'Round Merchandising Support 
New Patterns and Promotions —for even —to guarantee fast turnover and maximum sales. 
greater Branchell and Branchell/Aztec sales! . 

New Displays —to feature the one complete 
New Lenoxware — in al! three leading price line of melamine dinnerware at point-of-sale 
ranges! everywhere! 


Look to a great 1960 sales future... 
Look to LENOX PLASTICS 
(Booth 973 at the Chicago National Housewares Show) 


Af 
Ye 


) LENOXWARE LENOXWARE BRANCHELL BRANCHELL 
LENOXWARE 53-Pc. Service for 8 


Kaas NW Dilw —~ — -Prmercong 35m ‘SE 


=" $2Q95  $9Q95 ™ . gs $9Q95 
+49%° Me am, 9 s €. 29 : a e. Ace. 29 


‘\ a 
ae! ot 


LENOX PLASTICS, 4417 Oleatha Ave., St. Louis 16, Mo. 
Want more facts? Circle 125, p. 81 
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Spotlight 
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MORE EXCLUSIVE 


FEATURES 








Offer your customer 
Tne . the Vacuum Bottle with 


Longer Life Expectancy... 
S ) t t| | 0 ' | ) Greatest Dollar Value 
NEW FORMULA STRONGLAS' ” FILLER 
t Developed by THERMOS especially 
for their own vacuum bottle fillers, 
: ; STRONGLAS is a hard, tough labora- 
tory type glass with high resistance to 
| ve ATs | ( pressure, sudden temperature change 


and shock to assure longer filler life. 


ude 
NEW TRIPLE SEAL ' » SCREW DOWN STOPPER 
| S t I) No more leakers! Seals at three points 
to guarantee perfect closure. Screws on 


and off new plastic shoulder easily. 
Cork insulated for top efficiency 


| \N won't absorb odors. 
CUP WITH REAL HANDLE 


Here is the only cup with a full-size —— 
handle offered on any vacuum bottle. TRIPLE 
Makes usage so easy, handy for carry- GUARANTE ED 


ing, too. It can’t break off. *y the name THERMDs since 
3 
a a 


% SPECIAL 1-PIECE TIP PROTECTOR 
% SHOCK ABSORBER 


Another THERMOS exclusive, it pro- 


SA tects the STRONGLAS filler and evac- 
| uation tip against jolts and jars... 


\Wi\\ 


brett 


% 


; 


SRANAANNAAAAUNUNN 


reduces breakage to an unheard-of low, 
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Repeated Powerful Ads in 


THE SATURDAY EVENING POST 
sell these features to your customers 


Every month—January, February and March—your customers will 
see large space color ads in the POST, selling them on the exclusive 
features and extra value to be found only in vacuum bottles by 
THERMOS. This campaign is just the opening gun of the biggest, 
most spectacular promotion ever seen in the industry. 








The 
Spotlight 


Leadership — 


IS alSO on 


PICNIC JUGS 
and 
ICE CHESTS 


it most complete 
line with 
rugged quality 
_for full profit sales 


Newly Styled Promotional! 


Brands tor Volume Sales 










BRAND 


ae 
7 eee 





PO or 


HERMDs. INSULATED ICE CHESTS 


IN THREE POPULAR SIZES 





Pee. 


* Heavy gauge steel, drawn bottom section for maximum strength, 


Lightweight, Rustproof 
ALUMINUM MODELS IN TWO POPULAR SIZES 


* Hot dipped galvanized liner, off-corner leakproof seal. 
* Extra thick, high efficiency Fiberglas* insulation. 


* Airtight lid seal; handles lock at horizontal position. 


\ Hi : ; M * Food tray, ice pick, can opener and outside drain with cap attached. 


BRAND 


IN TWO SIZES —1 or 2 gallon capacity. 
Also, 1 gallon shoulder spout model. 
¢ * Deep-drawn steel construction for rugged durability. 





* 2-coat acid resistant white vitreous porcelain-on- 
steel liner. 

* Extra thick Fiberglas® insulation. 

* Exclusive wheel faucet; half turn opens. 

* Cork insulated stopper with tough plastic cap-cup. 


GLEAMING CHROME AND STAINLESS STEEL MODELS 
A complete line, both spout and faucet models, non- 
corrosive. Ideal for the growing marine market. 


tH ERM Os » CRILLYEIN New Repeat Sales Opportunity... tH ERMDSs. 


‘The lightest, most efficient Ice Chest ever made 7 BRAND 
— v—>\ a FIRE LIGHTER 


“Sn * Weight only 6 Ibs. So light it , KF 
actually floats. : ‘dG | The Safe, Sure Starter for Barbecue 











fF. * Shoulder strap for carrying ease. Grills and other Types of Fires 
3 ‘ ss Oe a New THERMOS FIRE 
i * Unbelievable insulating qualities. LIGHTER disks start the fire 
) Less ice lasts days longer because of from the bottom out, to give 

revolutionary new foam plastic a better bed of coals. Never 
. construction. fail under any conditions. Safe 
as a candle to light and use 

. odorless, greaseless and 
smokeless. 

10-UNIT DISPLAY CARTON 

12 Disks in each package 

start 12 fires. 


* Virtually indestructible—use it as a 
e step or seat. 





* Will not absorb moisture or odors. 
No rust, no leaks . . . perfect 
for boating. 


Over 120,000,000 Spectacular Advertising Impressions 








The 


ee 


Spotlight a “hho 


SPORTS ee 
ie ED rll ‘Fi eld 


| 2 ew 


and Gardens 


Of 
Leadership 


t | iy NT Again in 1960, the impact of the advertising and 


consumer promotion on THERMOS brand products will be 


Se meee 
s-|S=:: == 


\ 


greater than that of all other vacuum and insulated ware 


manufacturers combined! Month-after-month. year around 


1960 advertising a bigger rads...more colorful ads... multiple page 


insertions in leading consumer magazines. All to keep THERMOS 


CONSUMER the best known, most sought-after brand with the 
big pees St, fastest sales volume for you. 


PROMOTION BIG SPOTLIGHT PROMOTIONS 


1. New Product Features Picnic and Vacation 
—spotlighted in January. February 


4 

avian: 9. Back to School 
6 
] 





for 


2. Mother’s Day 


tH FR M Ns 3. Father’s Day 


Watch for announcements of the consumer advertising and 
RRAND | 


Products 


Fall Sports 
Christmas Gifts 


point of sale programs on each of these promotions. 


THE AMERICAN THERMOS PRODUCTS COMPANY, NORWICH, CONNECTICUT 


Piants in Anaheim, California and Macomb, Illinois « Canadian Thermos Products, Ltd, Toronto « Thermos, Ltd., London 


THE SPOTLIGHT OF LEADERSHIP IS ON THERMDS.pRopuCTS 
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Housewares Merchandising Guide 


The Soaring 1960's 


The boom 


in housewares... 







How big is it 
)) * What’s behind it 
* How will it affect you 


* How to profit by 1: 


Today’s housewares’ sales of $4 billion a year will double in 10 years. 


by James M. Dixon, associate editor 


The next 10 years will see many changes in American business. These changes 
will have a tremendous effect on your business. Will you benefit by these 
changes, or will you be hurt? 

It all depends on what you do; how you prepare for these changes. 

What kind of changes are we going to see? Just what can a hardware dealer 
do to meet them, to live with them? 

These changes will take many forms, but the underlying cause of these 
changes is the simple, but vital fact that in tne years to come there is going 
to be a substantial increase in population. And a much larger proportion of 
your customers is going to be young people—newly married couples starting 
their homes. 

The charts in this Guide tell a dramatic story of what is going to happen to 
the make-up of America’s population. This shift is what is going to influence 
your business. 

One of the first places where these trends will be felt will be in the sales 
of homemaking supplies, your housewares department largely. 

This is why the editors of HARDWARE AGE have devoted this issue to exploring 
the effects of these changes on the housewares department. In addition to 
examining these changes, the editors have drawn on the experience of leading 
merchandising authorities to outline how you can meet these changes, and 
profit from them. 


The first step in meeting these changes is to understand that your housewares 
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merchandising methods must change. You cannot meet and interest this new, 
young-adult, sophisticated customer group unless you go after it with a well 
thought out plan. 

Before we discuss methods of attracting this new market, let’s look at some 
of the facts that are behind the changes coming in the 60’s. 

@ The present figure of 24% million boys and girls reaching age 18 per year 
will reach close to 3 million a year in 1960. The figure will climb very close 
to 4 million annually by 1965. Divide these figures roughly by 2 and you have the 
key to a boom in weddings. 

@ Because of the coming increase in marriages, the present 51 million U. 8S. 

. households will reach 52% million in 1960, according to government figures. 
Total households will climb to 57 million by 1965, and reach 62 million by 1970. 

@ The present birth rate of more than 4 million a year will climb steadily 
to some 5 million a year by 1965. 

What do these figures mean in terms of your store, your economy? 

First, there will be 1% million new households formed by late 1960. That’s 
close to 40 new mailing-list names per hardware store nationwide, and a rich 
opportunity for sales of basic housewares. 

Next, the rate of weddings will increase by some 20 percent next year, a boon 
to housewares-giftware sales. 

Third, the birthrate will climb ‘significantly, opening new sales potential in 
the housewares that are needed for growing families. 

Last, between a surging economy and the willing acceptance of credit by 
young adults, there will be very little buying resistance in the wide range of 
prices and items covered in the ever growing housewares field. 

With this background, you can see the need for shifting some of your mer- 
chandising emphasis to an appeal to young homemakers. 

How can you do this? There are a number of ways. HARDWARE AGE discussed 
various techniques with merchandising leaders. Out of these discussions came 
the simple, inexpensive plan outlined in this Housewares Merchandising Guide. 

Briefly, the plan is this: Develop a program of displaying and merchandising 
and advertising a Young Homemakers’ Center. The purpose behind this is to 
focus attention on the needs of these customers, and to make them feel that you 
are making a special effort to satisfy them. 











A Young Homemakers’ Center— 
First step toward more sales 























You don’t need to buy additional merchandise; standard items fit into this 
plan. You group the right basic selection of these items on a wall unit, corner, 
or gondola with a Young Homemakers’ Center banner. You develop a new point 
of interest and buying excitement in your store. 

The basic idea is to select and display from present stocks all of those staple 
items a newly married couple needs when setting up housekeeping. You own 
this stock now, it’s spread widely about the store from light bulbs to dish 
drainers to major appliances. You must cull samples of such items from the 
broader categories for your Young Homemakers’ Center display. 

Most of the aspects of getting started with your center for young adults are 
amply covered in this guide. 

The market is charted for you, key lines are highlighted, and you’ll find ad- 
vertising and promotional ideas to round out the picture. 

Further, you will see how-to-build-it plans for display fixtures for your 
Young Homemakers’ Center. You’ll find out how to work in the all-important 
credit angle. 
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Housewares Merchandising Guide 


The Soaring 1960's 


Young homemakers 
—Your target for the 60's 


A major population shift is taking place, a 
shift that is vital to your future planning. 
Here are the reasons why key merchandisers have 


their eyes on the young homemaker markets. 


In terms of housewares-hardware sales, the post- 
depression and World War II bumper crop of babies 
is about to become a key source of new trade for 
dealers everywhere. 

The babies of the early 1940’s are starting to 
turn 18 years old at the rate of nearly 3 million 
a year. Mostly, they’re older teenagers and young 
adults now, getting ready for marriage. 

This segment of the market is about to become 
a very important source of sales activity for dealers 
who do something about realizing its market potential. 

Who says folks are marrying younger these days? 
The statistics stand firm behind this popular notion, 
but the most recent announcement by the Department 
of Commerce is tersely descriptive: 48 percent of 
all women being married in 1959 are 20 years old 
or younger. 

The average age for marriage has shrunk noticeably 
since 1945. Many economists predict that more than 
half of all of the weddings in the soaring 60’s will 
involve teenagers. 

Exactly what does this mean to hardware dealers? 

First, it means a boom in housewares. Newlyweds 
have always been important to this market, but now 
their numbers are becoming truly imposing. 

Next year, when more than 1% million couples 
return from honeymoons, nearly all of them will head 
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Your housewares market at a glance 

In a recent nationwide survey by HARD- 
WARE AGE, covering all aspects of house- 
wares sales, 1000 dealers received ques- 
tionnaires. Response to this survey was 
used as a basis to calculate the full market 
of hardware dealers. Aside from charting 
a finely detailed analysis of housewares 
trends by items, these broad facts emerged: 

(1) Eighty-nine percent of all dealers 
sell housewares. 

(2) In stores selling housewares, the 
housewares line accounts for 15.8 percent 
of total volume. 

(3) The average dealer selling house- 
wares grosses $11,046 a year in house- 
wares. 

(4) Floor coverings, incandescent lamps, 
and cookware proved to be the best volume 
lines for dealers. These three lines ac- 
count for $65 million of the total dealer 
housewares market of well over $400 mil- 
lion a year. 





Young newlywed A growing opportunity for housewares 
sales. 


for the neighborhood hardware store. They will carry 
their own want lists of items ranging from 60 watt 
lightbulbs and kitchen clocks to TV sets and water 
softeners. 


But there is more tc the youth market than sales 
of initial household staples to make their new homes 
or apartments more livable. 

Long before the wedding, young couples will be 
buying needed housewares and filling hope chests 
with such items as steak knives and small appliances. 

Shortly before the wedding, dozens of the couples’ 
friends will buy plain and fancy housewares gifts for 
the big day. Then there will be showers, another 
salesmaker for housewares. Christmas, birthday, and 
anniversary buying will add to the sales potential. 

After the honeymoon, and after the first necessities 
are bought, the couple wiil likely have more wants 
and needs from your shelves than many older, settled 
customers. The newlyweds can be your best source 
of everyday traffic for years to come. 

Finally, the young families will start expanding, 
opening still wider sales opportunities. 

What are the preferences going to be for the boom- 
ing youth market? Three things are outstanding to 
guide your planning: Quality-branded lines; sleek, 
modern styles and finishes; and, above all, credit (see 
p. 59). Young customers will fast become repeat 
traffic for dealers who satisfy these wants, especially 
those dealers who spotlight the youth market with 
a Young Homemakers’ Center as a permanent store 
display. 

What it all adds up to is a brand of customer 
worth cultivating, possibly more so than any other 


type of trade. This young newlywed customer is con- 
sidered by economists to be the underlying factor 
behind the glowing optimism for the 1960’s. 


But there won’t be any windfalls, new business 
won’t come your way by chance. Your competition 
reads the vital statistics, too. 


In short, you’ll have to get out and pitch hard for 
a slice of the booming housewares potential now 
building. How to do it? The methods are varied, and 
mostly without cost. This is a case of understanding 
the basic idea, then making a few changes within 
your store: 


(1) Stock a gondola or wall fixture, and part of a 
window at least, with selected basic items for newly- 
weds. These staples are in your stock now. You have 
only to cull them from scattered displays into a perma- 
nent Young Homemakers’ Center grouping. 


(2) Make your Young Homemakers’ Center a 
three-way display. That is, show items for the mar- 
riage-minded, the gift-minded, and the new house- 
holder. Consider these wants as separate, yet as part 
of the whole concept of catering to young home- 
makers. 


(3) Use large identification signs that tell store 
and window traffic that you are featuring a Young 
Homemakers’ Center. Plant this seed of suggestion 
and watch interest perk up immediately. 


(4) Promote the Young Homemakers’ Center as 
part of your overall promotions in newspapers, bil! 
enclosures, broadsides, etc. Devote space often to 
the just-married readers. 


You will find it’s a wise move to cater to youth, 
and it should be a permanent store policy to do so. In 
the next 10 years, housewares sales will double, ac- 


Where's the birthrate headed? 
By 1965, births will double the rate of 1940. 
6 
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Young homemakers 


your target for the 60's 


(Continued ) 


cording to the National Housewares Manufacturers 
Assn., from the present $4 billion annually to $8 
billion a year. 

In the next 10 years there will be 15 to 20 million 


What’s the picture on new households? 


New households being added in 1960 will bring the total 
close to 10 million ahead of the figure of 1950. 
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marriages, 12 to 14 million new households formed, 
and 45-60 million births. New business? You never 
had it so good, providing you get going with a Young 
Homemakers’ Center now. 


How many youths turn 18 each vear? 


Nearly 3 million youths will turn 18 years of age in 1960, 
and close to 4 million by 1964. 
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New households? A 25-30% increase in the soaring 60’s 


There will be nearly 30 percent more households in America in the next 10 years in virtually 
every business community. The check marks in this photograph dramatically i/lustrate the impact 


of this growth on an average suburban village. 





Whatdo YOUNG HOMEMAKERS buy? 


Hardware Age asked the consumer shelter magazine, 
Living for Young Homemakers, what kinds of housewares 
its readers wanted to buy. Here are the results. 


What items are most interesting to young 
homemakers in setting up housekeeping? This 
is the most important question in arranging dis- 
plays in your Young Homemakers’ Center. 

To find the answer, the editors of HARDWARE 
AGE asked this question of the authoritative 
consumer magazine, Living for Young Home- 
makers. This is a leading consumer shelter maga- 
zine with a readership of approximately three 
million, mostly young homemakers. 

The editors of Living asked its readers, “What 
items are most interesting to young homemakers 
in setting up housekeeping?” A panel of 1000 
readers was surveyed on a national basis. 

The purpose of this poll was to determine the 
items which would be most suitable for special 
display in your Young Homemakers’ Center. 
Since these are the most wanted items, they all 


have high sales potential for you. Spotlighting 
these items in your display could mean extra 
sales. 

The six items that are most wanted in setting 
up housekeeping are: 

@® Pots and pans 

@ Electric irons 

@ Vacuum cleaners 

@ Cutlery 

@ Toasters 

@ Coffee makers 

The consumer panel of Living was also asked 
how certain key housewares were acquired. They 
were asked, were the items bought, received as 
wedding or shower gifts, etc.? The answers to 
this question are charted in the accompanying 
table. (Continued on next page) 
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What do young home- 
makers buy? 


(Continued ) 


How to keep up to date... 


Your best source of ideas for items 
to feature in the Young Home- 
makers’ Center is magazines such 
as Living for Young Homemakers. 
Careful, consistent reading of 
these magazines pays off, for these 
are the same magazines that are 
being read by your young married 
customers. Each issue gives you 
clues for new display arrange- 
ments. 


How young homemakers get their housewares* 


Bought by owner 


Shower gifts Christmas gifts Wedding gifts 





Carpet sweepers, brooms 
Vacuum cleaners 
Electric floor polishers 
Pails and waste baskets 
Kitchen tools 


Canister sets 


This list can be very useful for you in deciding 
on items to promote at various times of the year. 
In April and May, the spring bride business is 
heavy. Homemaker gifts for Christmas are prac- 


tical for fall displays. Signs that 


suggest selected 


items as perfect gifts for various occasions will 
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Mixing bowls’ Knife sharpeners Coffee makers 
Casseroles Electric can openers Toasters 
Pots and pans’ Blenders Roasters-broilers 
Skillets 
Mixers 
Electric irons 


Kitchen clocks 


pull sales all year, and the suggestions will 
usually be welcomed by perplexed buyers. 

By mingling the items on the preceding page 
with these seasonal salesmakers, you have the 
nucleus for your Young Homemakers’ Center. 











Housewares sales patterns ... 


Shown in new market study 





Percent of dealers* handling 














A study of housewares sales patterns re- 
cently completed by HARDWARE AGE shows 
that housewares account for 15 percent of 
total hardware store sales volume. This 
amounted to $19,124 per store, in stores 
with $50,000 or more in total annual retail 
sales per year, in 1958. 

The HARDWARE AGE study measured the 
amount of business done by dealers in 
Some 
of these items are shown in the accompany- 
ing table. It is emphasized that the items 
in this study were selected on the basis 
of general interest. 


selected housewares items and lines. 


Major dealers get bulk of sales 

The selected list shown here is made up 
of items and lines carried by 70 percent 
or more dealers with total yearly sales of 
$50,000 or more in all lines. Other product 
lines not listed may also be carried by more 
than 70 percent of dealers. 

These major dealers in the study account 
for 72.9 percent of the total housewares 
sales in hardware stores. This total figure 
to $400,534,208. 
The study also shows that nearly 89 per- 


for housewares amounts 


cent of all major dealers sell housewares. 
This study is one of a series of product 
surveys sponsored by HARDWARE AGE to de- 
velop useful information on the hardware 
market. This study was made by National 
Analysts’, Inc., Philadelphia, a 
market research organization. 


leading 


certain selected items 


Mops and brooms 
Floor waxes 
Household brushes 
Step ladders 
Fluorescent lamps 
Sponges 

Galvanized ware 
Clothesline 

Kitchen tools 
Incandescent lamps 
Cookware (metal) 
Glass oven cookware 
Household and work gloves 
lroning tables 


Kitchen and bathroom products 
(rubber or plastic) 


Canister sets 
Electric irons 
Kitchen cutlery 


Bathroom scales 


“These are major dealers whose sales volume in all 


product lines is more than $50,000 a year. 
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A Hardware Age 
Dealer Service 


1960 


January, 


A directory of 


Co-operative ad programs 


3rd annual edition 


This directory lists manufacturers who have co-op ad monies for dealer use in various media. 
This information was supplied to HA by the manufacturers and, while every effort has been 
made to assure accuracy, HA is not responsible for errors or omissions. Undoubtedly there 
are manufacturers not listed here who also offer co-op money to dealers. HA would welcome 


learning of these firms for inclusion in future editions. 


Directory of Housewares Co-Operative Ad Programs 


Co-operative funds available for 


Manufacturer Newspaper Radio Other 


KE. J. Ajax & Sons Inc. Yes 


Aluminum Co. of America 


American Silicone Co. 


Amplex Corp. 


Arvin Industries Inc. 


Policy: 


10% of invoice purchases, may be accumu- 
lative. 


Ad allowances are allotted to farm-roofing 
wholesalers for disbursement to dealers. 
Some of these wholesalers also contribute 
to the co-op fund to widen the program. 


Per case allowance on these products: 
Once, $3.60 per case; Tag, $1.80 per 
case; Win Sale Gun Silicone, $1.20 per 
case. 


Fc 


5% of net purchases of Trombolite light- 


ing units. 


50/50 co-op basis in most cases. Requires 
prior authorization from factory. 





Directory of Housewares Co-Operative Ad Programs 


Co-operative funds available for 

Manufacturer Newspaper Radio Other Policy: 

Beh Housewares Corp. Yes or Yes 10% of net invoice amount, no limit on re- 

peat ads within this amount on torches, 

feeders, and ventilators. 

bennett-Ireland Inc. es 50°. of net actual ad cost, up to 5% of 
net billing, for local ads, on orders of 
$1000 net each or more. Display ads in 
paid-circulation newspapers, or commer- 
cial time on accredited radio-TV stations 
only. 

Big Boy Mfg. Co. See factory representative, who controls 

co-op funds in each territory. 

Soyer Chemical Co. Free merchandise of dealers’ choosing to 

equal 50% of ad cost, using mats, for all 

products in the line. 

KE. L. Bruce Co. a — 50% of ad cost figured on stores’ local 

newspaper rate. Applies only to dailies 

with ABC audited circulation. Ads may 

be repeated. 


Burnishine Products Co. - see Through July 31, 1960: up to 25% of first 
two orders and 15% of subsequent orders 
toward minimum of 4 ads on either or all 
products. No product to be duplicated in 
any one week. 


Calumet Plastics. Inc. Co-op dollars allowed by number of “Wel- 
come Light” units bought. Ads may be 
repeated. 


Camp Chemical Co. 50/50 basis up to 10% of yearly pur- 
chases. Ads may be repeated under this 
limit. 


Chattanooga Royal Co. s With prior factory approval, up to 50% 
of ad cost on barbecues, space heaters, 
wall heaters. With approval, ads may be 
repeated. 


Chico General Products S 50¢ of each $1 spent to a total of 5% of 
Corp. distributor purchases during specified 
seasons. Distributor must O.K. 


Consumer Products Div.. 50¢ accrual for each unit of five types of 
American-La France Division, fire extinguishers purchased. Ads may be 
Sterling Precision Corp. repeated. 


(Continued on next page) 


Note to dealers: 


Avoid confusion: Be sure to check with wholesalers or manufacturers when 
planning to use co-op funds. Co-op programs of manufacturers frequently change. 
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Directory of Housewares Co-Ope ‘ative Ad Programs 


Manufacturer 


Continental Scale ¢ ‘orp. 


G. N. Coughlan Co. 


Dayton Industrial 
Products Co. 


Dearborn Stove 


Dioptron Co. 


Dominion Electric Corp. 
Kkeo Autoyre Div. 


Ekco Products Co. 


Kkeo Flint Div. 
Kkco Products Co. 


Fibre Glass 
Evercoat Co. 


‘red Meyer of California 


Housewares & Radio 
Receiver Div. 
General Electric Co. 


Ilamilton Cosco Ine. 


Jiffy Enterprises Inc. 
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Co-operative funds available for 


Newspaper 


Yes 


Radio 


Other 


Policy: 


50°, of dealers’ cost on Health-O-Meter 
bath scales. No limit on number of ads. 


50 50 basis up to $5 per ad may be charged 


to manufacturer, no limit on number of 
insertions. Some few products confined to 
seasonal period. 


50% of cost of trade name listings in the 
vellow pages of the telephone directory. 


50/50 allowance up to 5° of dealers’ net 
purchases. Ads may be repeated. 


50° ad cooperation on deodorizers and fly 
traps at contract ad rate. Ads may be 
repeated. 


50/50 policy, see factory representative 
for details. 


Pays 50% of actual cost space in ads at 
least 6 col. in size, up to $20 factory share 
cost per ad. Limit: 6 ads a year, using ad 
mats, list prices, in ABC audited English- 
language newspapers. 


Pays 50% of actual cost space in ads at 
least 6 col. in size, up to $20 factory share 
cost per ad. Limit: 6 ads a year, using ad 
mats, list prices, in ABC audited English- 
language newspapers. 


50/50 plan based on 3° of total purchases. 
Ads may be repeated. 


50/50 allowance up to 10% of orders of 
$1000 in net value. on fireplace equipment. 


Accrual funds are built up, based upon 
type of merchandise, by wholesalers who 
control co-op money to dealers under sev- 
eral plans outlined by the factory. Porta- 
ble appliance demonstrator costs may also 
come out of accrual funds. 


1800 lines each 6 months, no one ad to 
exceed 4% page (1200 lines). Manufac- 
turer determines rate to be paid based 
upon newspaper rate card. 


Cooperates with dealers and wholesalers 
on special promotions. Commitment must 
be cleared in advance. 





Co-operative funds available for 
Manufacturer Newspaper Radio Other 


Kidde Manufacturing Co. Yes 


Kordite Corp. 


Lee Rubber & Tire Corp. 


Lenox Plastics Inc. 


Lincoln Metal Products Co. 


Mark Manufacturing Co. 


Marshallan Manufacturing Co. 


Melard Manufacturing Corp. 


Moriarty Manufacturing Co. 


National Presto Industries 


Nip-Co Manufacturing Co. 


Olympic Radio & TV 


Peoria Metal Specialty Co. 


Plas-Tex Corp. 


Note to dealers: 


Most manufacturers who don’t offer co-op funds have 
tional aids such as ad mats, electros, displays, etc. Don’t hesitate to ask for 
assistance when planning a promotion. 


Policy: 


Co-op plans must be cleared individually 
with home office. This covers Soda King 
Syphon, Jet King Torch. 


50°, allowance with maximum factory 
share set at $75 for one year. Covers full 
dealer line. Use local contract rates. 


Co-op ads must be applied for in advance 
by letter detailing ad or series of ads. 
Most valid ad media sanctioned, but must 
be cleared in advance by factory. 


Special consent needed for radio and TV. 
A 5° allowance is offered under terms of 
a written contract agreement. 


Advertising commitments must be cleared 
in advance with factory. Arrangements 
are made on an individual basis with 


dealers. 


Allowance of 5S, of cost of merchandise 
at 40S; off of list prices on Snow brushes, 
bird houses, and hose nozzles, in season. 


A 10% ad allowance on TV and Tray 
Tables. 


50°, on any ad, up to $15 factory share 
cost. Repeat ads must be authorized. 


Allowance of 5% of net orders on Easy- 
Up curtain rods. 


Range of $1 to $2 per unit on pressure 
cookers and traffic appliances, dependent 
upon quantities purchased and special 
offerings. Ads may be repeated. Program 
based on drop shipments to dealers. 


50/50 co-op basis up to 15% of net amount 
of dealer purchases. Ads may be repeated. 


50/50 ad cost split with wholesaler who 
must approve dealer ad plans in advance. 


Co-op program is a percentage allowance 
to wholesalers who control for use in pro- 
motions. 


50°, allowance with factory share per ad 
set at $15. Ads may be repeated up to 12 
times a vear. 

(Continued on next page ) 


numerous other promo- 
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Directory of Housewares Co-Operative Ad Programs 


Cooperative funds available for 


Manufacturer Newspaper’ Radio Other = Policy: 


Quaker Industries Inc. 


Republic Molding Corp. 


Research Products Corp. 


Schroeder & Tremayne Inc. 


Silent Sioux Corp. 


Swingline Inc. 


T & E Manufacturing Co. 


Textile Mills Co. 


Thomas Industries Inc. 


Toastmaster Div.., 
McGraw-Edison Co. 


Walter Kidde & Co. 


Wilhold Glues Ince. 


Winfield Brooks Co. 
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Yes 


Ad limits subject to mat size only, cost 
not to exceed $15 factory share. Up to 3 
ads for each line category per year. 


1960 co-op ad plan being formulated, see 
the tactory representative. 


Per unit and per dozen allowance on these 
producta: $1 doz., Spot Soaker; $1 doz., 
Filter Fry; $2.50 per unit on two models 
of Aprilaire humidifiers and $5 per unit 
on two other models. 


A dollar amount per case, varying with 
items, covering: sponges, chamois, wash 
mitts, and bug sponges. Ads may be re- 
peated. 


Allowance based on 2% of net paid pur- 
chases for current year, domestic heating 
division. Ads may be repeated. Only rec- 
ognized newspapers and radio-TV outlets 
may be used. 


50°. of the first ad only, using factory ad 
mat (170 to 200 lines), on No. 101 tacker. 


Three-way co-op plan: 50% dealer, 25% 
wholesaler, 25% manufacturer costs. Ads 
may be repeated. 


Wholesalers control ad allowance on a ba- 
sis of percentage of their purchases. 


Normal 25% co-op allowance (50% if in- 
itial kick-off ad). Ads may be repeated, 
Wright Power Blade Saw. 


Wholesalers authorize ads based on their 
advertising accrual funds, in newspapers 
for which a Toastmaster fixed line rate is 
established. 


Equal share of trade mark heading and 
bold type listing under “fire extinguish- 
ers” in yellow pages of telephone book. 


Pays 50% of local newspaper line rate for 
ads no larger than 1 col. wide by 4 in. 
deep, or equivalent space. Maximum ads 
per year not to exceed 6 for each product: 
White Glue, Contax Cement, Builders’ Ad- 
hesive. 


50% of local ad rate up to 4 in. maximum 
ad size, with limit of six times a year on 
TM-4 Remover. 
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Housewares Merchandising Guide 


The Soaring 1960's 


How to reach more customers 


With your advertising 


You will sell more young householders more housewares 


in the expanding market of the 1960's with a program 


of advertising carefully planned to reach newlyweds. 


Every backer of consistent advertising tries 
to impress upon his readers one important fact: 
Constant change creates the need for constant 
advertising and promotion. 

Within the family units located in your service 
area, changes occur with every tick of the clock. 
Families move away; new families take their 
place. Children are born; old customers fade 
away. 

And, young folks get married and start home- 
making units of their own. This will be a key 
market in 1960. 

While we must keep in mind all of the dif- 
ferent types of changes that can happen, this 
article concerns itself with promotions for 
young homemakers. 

Four sample ads on these pages direct your 
attention toward the vast market which is 
constantly being created through the develop- 
ment of these new family units. Here are sug- 
gestions on how your store can share in serv- 
ing it. 

These sample advertisements are not intended 
as examples of advertising layout techniques. 
They are shown to stimulate your consideration 
of the many items which can be included in a 
Young Homemakers’ Center in your store. 

The major needs of these young people have 
been divided into four principal categories: 
Housewares, home needs, appliances, and sup- 
plies to care for that all-important first baby. 

You will undoubtedly think of many items 


that are not shown in these samples or in the 
lists on p. 48-49. You can also find items in 
your store that will appeal to the young home- 
makers on a “non-staple” basis, such as outdoor- 
living equipment and supplies, giftwares and 
many so-called luxury items. 

First, take a look at the housewares adver- 
tisement. Regardless of whether your prospec- 
tive young customers start their family units in 
a one-room utility apartment, a rented home, 
or a home of their own, the necessities to carry 
on day-to-day activity are their first considera- 
tion. 

Your store contains a wealth of just such 
items, and the selection shown in this ad men- 
tions only a few. But there is a point to the 
grouping. 

In all your ads, remember to offer your young 
homemakers a choice, since you have no way 
of determining to which economic level your 
message is appealing. 

For this reason, three types of cooking uten- 
sils are offered, plus several types of refuse 
containers, and two styles of wastebaskets. At 
the same time, suggest related items when 
mentioning canister sets, bathroom scales and 
sinkware. 

One of the main purposes of your ads directed 
to young homemakers should be to acquaint them 
with the fact that you have a wide selection 
of items to appeal to all budgets. If your store 
carries better qualities of chinaware, for 
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How to reach more customers with your advertising 


(Continued } 

example, you could show such a set in con- Your young home-owner will probably need a 
junction with the plastic dinnerware illustrated few hand-tools to accomplish the odd-job duties 
in the sample ad. around the house, or to form the nucleus of a 

Now alter the title of the sample ad to home future workshop. Suggest a grouping of the 
needs, and appeal to the young homemakers who most-used hand tools, offering them at an at- 
have rented a house or bought a home of their tractive price. 
own. Possibly you could include other items, or 

Offer a number of needs for beautifying the suggest such related products as a metal carry- 
lawns and gardens, source of pride to all new all, a set of wrenches, your ready-cut pipe serv- 
home-owners. Two styles of lawn-mowers are ice, or free-advice assistance. Sell vour know- 
shown, with a mention of the fact that you how as well as your merchandise. 
have still others available at even lower cost. Among your new crop of prospects as the 
Garden hose is priced in two qualities; lawn 1960’s develop there will be many who will be 
sprinklers in two styles; lawn fertilizer in two planning to do some painting or decorating. 
sizes. Acquaint them with your paint department with 
Start with basic necessities .. . Round out the basic selection... 
Start the ball rolling on your Young Homemakers’ Center Now the young couple is thinking more of beauty and 
with an ad and merchandise selection keyed to the just- utility in its home. Outdoor lines become more important 
married couple, in advertising. 


FOR THE FINEST FOR YOUR 
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an offer of two grades of ladders, supported by 
advertising of your various lines of paints. 

If you carry wallpaper, mention of this serv- 
ice can have considerable appeal to the lady 
of the house, and can be advertised by no more 
than a single-line mention. 

In this home needs ad, suggest some of the 
items that may be used in fixing up the interior 
of the home. Fireplace needs are shown in 
several qualities. Lighting fixtures should be 
keyed to related items such as fuses, wall 
switches and plates, electric wire, extension cords 
and light bulbs. Feature styles and qualities of 
mail boxes as a new-home staple. 

The list of home needs is almost unlimited, 


Promote big-ticket lines... 


Appliances are thought of as.the young household begins 
to mature. Service and credit become major promo- 
tional factors for dealers, 
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and a stroll through your store will supply you 
with enough ammunition for dozens of ads. 

The sample ad on appliances includes a few 
of the many such items that you can offer to 
these new prospects. 

Why not borrow an idea from the furniture 
merchandisers and offer a grouping of appliances 
such as shown here? A similar idea would be 
to list perhaps five appliances with the offer 
of a choice of any three at an especially attrac- 
tive price. 

This same grouping idea can easily be applied 
to your other departments. How about a garden 
hose, reel, sprinkler and nozzle combination? 
Or a rake, hoe, shovel set for the potential 


A growing family has new needs .. . 


The first addition to a young family calls for a whole new 
assortment of merchandise for young homemakers. This 
is key merchandise in any Young Homemakers’ Center. 






FOR ALL YOUR 


BABY NEEDS 


VISIT OUR NEW 
BABY SCALES aioe 
——— | DIAPER HAMPER | 
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How to reach more customers with your advertising 


gardener? Or a mail box, door number, welcome 
mat grouping? Or a combination of a trash can, 
outdoor garbage can and an indoor garbage 
bucket might find a lot of takers. 

The standard small appliances afford an ex- 
cellent field for your promotion. It would be 
advisable to list as many of the related items 
as you can in order to give the impression of 
the size of this department in your store. If 
you repair appliances, be sure to promote it 
as a service. 

In the sample advertisement on baby needs, 
suggestions cover those items which would most 
probably be part of your regular stock. If you 
develop this department into a major attraction, 
the number of items you can show will be almost 
unlimited. 


Specific items, wide appeal 

Here again, suggest the use of related item 
advertising and the offer of a choice of quality 
to appeal to the widest possible segment of your 
audience. In advertising needs for babies, don’t 
overlook the many items that the parents will 
need to properly care for the infant. 

Stress the importance of providing the young 
mother with work-easing appliances, and remind 
the couple of the general items that will be 
required for care of the home in general and 
of the nursery in particular. 

Ads aimed specifically at young homemakers 
should carry some theme-heading that will at- 
tract them. Your newspaper has mat services 
that can be used for this purpose, or a com- 
mercial artist can design a heading for you at 
very little cost. 

A stylized signature on all of your ads will 
greatly increase their attractiveness and give the 
impression of integrity and reliability. 

In your ads, it will be helpful if you list brand 
names wherever possible. Most young folks of 
today are alert and attentive to the national 
ads in newspapers, publications, and on radio 
and television. Tying in your store name with 
these well-known manufacturers will be ex- 
tremely valuable. 

Notice that each ad on these pages has some 
featured special, not necessarily a price item, 
but one which will serve as the necessary stopper. 
This is intended to catch the reader’s interest 
and hold his attention while you acquaint him 
with some of the other features of your estab- 
lishment. 

The availability of credit terms should be 
featured prominently in your ads and carried 


58 © HARDWARE AGE, December 31, 1959 


(Continued | 


as part of the copy on individual items where 
it applies. Since today’s young couples are de- 
termined to have all of the things they need 
at the earliest possible moment, much of your 
business can be done on a credit basis. 

Be sure to list all of the necessary informa- 
tion regarding your store location, telephone 
number, parking facilities and special open-hours 
in each ad. The creation of a young homemaker’s 
night might also help you to reap a good harvest 
of prospects if it is properly and consistently 
advertised. 

Including a special offer of some free item 
affords you or your salespeople an opportunity 
to stop for a few minutes to chat with such 
visitors to your store, and will often turn a 
just-looking prospect into an actual customer. 

You will have to exercise considerable judg- 
ment in the placement of your newspaper ads. 
Ask to have ads placed next to things of interest 
to your young folks. This includes sports events, 
items or pages concerned with homemaking 
ideas, news of weddings or other such social 
events. Also consider the radio, television, and 
amusement pages. 


Ask for ad aids 


As with all of your advertising, seek all the 
help you can get from your distributors and 
manufacturers. This can take the form of news- 
paper mats, suggesteu radio commercials, and 
in-store displays. 

You may be able to get considerable co-opera- 
tive assistance on the cost of your ads which 
will help you to stretch your advertising budget. 

If you use radio, and practically all of the 
voung set are avid listeners, exercise caution 
in selecting your stations and programs. 

Select programs of interest to the type of 
prospect you want to reach, or stick with good 
popular music. Check thoroughly with your sta- 
tions, and verify your findings with the young 
people you know. 

A direct mail appeal will be extremely valuable 
to you if you are able to secure lists of changes 
of occupancy or the rental or sale of new homes. 
Your material may be directed to persons who 
are no longer in the category of young home- 
makers, but they are still prospects for your 
products and services. 

It has been proven time and again that young 
people want the feeling of “belonging,” and 
welcome well-meaning and intelligent sugges- 
tions and assistance. Your store can develop such 
an image with these prospects through a well- 
planned program of advertising and promotion. 





HARDWARE AGE 


Housewares Merchandising Guide - 


The Soaring 1960's 


Can you afford 
to ignore credit sales? 


Let’s face it, consumers today want credit. Merchants 
that don’t have credit lose business, for young 
homemakers expect to buy on credit terms. Here’s how 


you can make credit a part of your 1960 planning. 











Credit sales account for 40-50 percent of to- 
day’s hardware business, and that figure is on 
the rise. Dealers looking for sales increases 
in the 60’s will have to plan to make credit a 
vital part of their merchandising. 

Until the post-war era couples preparing for 
marriage could look ahead to some mighty frugal 





years. Of course, the bride would have her hope 
chest, and there would be wedding gifts, and 
there might even be some help from the families 
of the bride and groom. 

But, as a rule, buying a house and a car, and 
the many housewares and appliances that are 
common today, was a far-off dream that the 
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Can you afford to ignore credit sales? 


(Continued ) 


young couple hoped would materialize some day. 

That was before credit was accepted as a 
dignified means of getting the necessities and 
luxuries of life. 

The 1% to 2 million newlywed couples that 
will enter the retail market each year in the 
soaring 60’s will wart to go first class. They 
will largely want, and get, good homes and all 
of the basic furnishings and housewares soon 
after marriage. 

Modern youngsters won't shun credit as their 
elders did. To them, it is a perfectly acceptable 
way of life. 

To dealers like you, it is the one bigyest way 
to boost profits in the soaring 60’s. Dealers who 
offer time-pay will find young newlyweds a 
steady source of traffic. Dealers who don’t will 
miss this business. 

Budget selling in any form is a device that 
allows consumers to buy more than they can 
immediately afford for cash, by spreading pay- 
ments over long periods. For the dealer, budget 
credit is a gold mine because of the profit po- 
tential of carrying (service) charges. 

In many hardware stores offering budget 
credit plans, the primary source of income is 
now derived from time-pay service charges. 
Often this income exceeds the sales department’s 
profit on merchandise. This is especially true 
in large chain store operations. 


Here’s what customers see 


This is the repayment schedule a typical dealer shows 
prospective credit customer for long-term contract sales. 
Limit is 24 months. 





























Last Name Eirst Muddie Type Acct, 
Mail Address Phone 
Residence How Long 
Former Residence How Long 
Occupation Age 
Employed By S.S No 
Wife's Name No. Depend 





Wife's Occupation 





Owns Reai Estate Located at 





Rents From 





Name & Address of Nearest Relative Not Living With You 








The above information is for the purpose of obtaining credit and is war- 
ranted to be true, In the event the account opened hereunder becomes 
delinquent, and said account is placed in the hands of the collector or an 
attorney to enforce its payment in whole or in part, and whether or not 
legal proceedings are instituted, we do jointly and severally promise and 
agree to pay a reasonable attorney's fee and all costs of collection not 
to exceed twenty-five (25%) per cent of the balance owing, 





FARR’S 


COOS BAY, ORE. COQUILLE, ORE. 











Balance Monthly Payments 
SW Bae ik 8 ES eae 
Se oh ON aa aes eee 7 
Se, Oe a a eas Geet ee en 9 
ek ae ee a a as a ll 
ae ee Og 8S ag ak ae Oe 13 
Be SO Se ba ee ea ee ae a 15 
Bea Oe Sk eo BO a we ee 17 
Son Oe ees 6 6 oka a Be 8 ee 19 
I Sgt re a a ua bw we 21 
ee a at eS os ee a & oe ROR 23 
ey: OD ky. cs ook ee ee ee ee 
a e.g eee ae et ee ee 
nO Pee. Boks ks RASS Se Oe ee 
ee Oe as i ca a ee OR a 31 
+ hy, SPP ROR Pere cee Sara e mre 33 
ee ee gg SE ee ce We Ae 35 
es gn a ek Oe Se wee 37 
Eo eee my 39 
eee... ~ wae Se ee ee oe 
Weekly payments are 1/4 of monthly payments. 
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Here’s what you need to know 


This is a typical dealer form for a budget account appli- 
cation, regardless of the amount of purchase or time for 
repayment. This covers all credit transactions. 


A casual look at operating statements of hard- 
ware stores using credit will show that in recent 
years an increasingly larger portion of profits 
comes from credit, as opposed to sale of stock. 

For example, profits from sales in hardware 
stores in 1958 averaged about 1 percent, accord- 


Editor's note: 


This article is based on the policies and ex- 
perience of Leonard C. Farr, partner, Farr’s 
Hometown Hardware, Coos Bay, Ore. Mr. Farr 
has had outstanding success with time-pay sales. 
The forms illustrated here are those currently im 
use at Farr’s Hardware. 








ing to NRHA figures. In stores featuring time- 
pay terms, net profits in excess of 2% percent 
on sales are common. Most of this profit stems 
from service charges. 

With constantly shrinking profits from mer- 
chandising, dealers will do well to find other 
avenues of income. Budget selling might be the 
answer, if recent dealer experiences serve as a 
yardstick. 

New business comes with credit, and old cus- 
tomers buy more merchandise through budget 
terms. As we face the soaring youth-marriage 
market of the 60’s, with its large profit poten- 
tial, credit looms more important still. 

How can a store that has never had credit. 
or has stuck to 30-day charge accounts, get the 
ball rolling in order to share in the boom ahead” 

It takes planning, effort and promotion to get 
started. And it takes a reasonably liquid finan- 
clal condition for a dealer to be able to handle 
his own credit paper. 

Without a doubt, the most aggressive user of 
budget credit is Sears, Roebuck & Co. One of 
every six U. S. families has an account with 
Sears. Nearly 50 percent of Sears’ sales of 
almost $3 billion this year will come from budget 
selling. 

You cannot open a straight 30-day account 
with Sears. You must open a budget account 
if you’re interested in credit, and you must 
agree to pay service charges. To avoid the 
service charge, you must pay off your account 
in full within 30 days of purchase. Customers 
who do this are in a strict minority. 


Determine your basic credit policy now 


This is modern credit seiling, and it shapes 
the pattern for your credit activity. 

[It is obvious that the public wants credit. 
Instalment debt hit new peaks this year and 
will do so again next year. It should also be 
obvious that in the soaring 60’s, credit will be 
even more in demand as upwards to 2 million 
weddings will be performed. 

Newlyweds will be starting homes, and need- 
ing hundreds of housewares and other items, 
on limited capital. But they will have unlimited 
optimism for the future, and will not be fearful 
of going into debt for the things they want. 

Will you be interested only in 30-day charge 
accounts? Will you take this one step further 
with a budget credit plan for selling merchan- 
dise on an unsecured basis? 

Or will you go a step further still and extend 
terms on durable, repossessable items, on 4a 
conditional sales contract for larger amounts 
and longer terms? 


If you offer either of the latter two above, 
what service charges will vou levy? Will you 
promote your credit plan, or let it develop 
slowly ? 

Credit experts strongly urge that you will 
profit most from time-pay accounts as opposed 
to 30-day charges. You should, instead, follow 
Sears’ lead and offer budget terms and im- 
prove your profit picture by collecting service 
charges. 

Even with budget accounts, customers can 
pay off the full balance within 30 days of pay- 
ment and avoid paying service charges. Few 
ever do. But service charges put the burden 
on the customer to make payments promptly. 


You're entitled to a profit 


Time-pay is a customer convenience which 
has a price tag. Time-pay is not a right of 
customers to use and abuse at a dealer’s sacri- 
fice. Dealers are entitled to fair service 
charges for the use of their capital and the 
cost of maintenance of a credit plan. 

Simple budget credit accounts are usually 
based on a six to 10 month payment period. 
The simplest method for handling these ac- 
counts is to set limits at $50 intervals; that 1s, 
at $50, $100, $150, and $200. 

Using a 10-month pay-off schedule, custom- 
ers’ payments are $5, $10, $15, or $20 monthly. 

The usual carrying charge for this type of 
account is 1% percent per month, calculated 
on the unpaid balance in the account. This 
gives dealers a 15 to 18 percent return on their 
investments, depending on the type of mer- 
chandise. With housewares’ low comparative 
cost, the return is high because the investment 
is lower than in many hardware lines. 

And this is a favorable rate compared with 
Sears and the new J. C. Penney Co. stores 
credit program. You must remain competitive 
in your service charges, and certain states have 
set legal limits on them. 

Stores selling big-ticket housewares such as 
appliances and built-ins should offer a more 
extensive time-pay program. This also applies 
to housewares sales where many small items 
in a single purchase add up to large dollar 
amounts. 

More time is needed for the average cus- 
tomer, to keep the payments within reach of 
his budget. A contract of 24 months has come 
to be accepted by most dealers as a reasonable 
pay-off period for budget contract sales, as 
they are called. 


Sales on this form of credit are entered into 
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Can you afford to ignore credit sales? 


(Continued ) 

on a conditional sale contract form (see sam paid balances yields your store a 10-12 percent 
ple and payment schedule) which you can draw annual return on your investment. Since the 
up with the help of an attorney who makes credit paper is secured by merchandise, a 1] 
sure you conform to local laws. Title to mer- percent charge is considered nominal by most 
chandise so sold remains with the store until dealers. 
full payment is made. Both budget credit and budget contracts 

Service charges on budget contract accounts should be revolving (open-end) accounts. This 
are usually less than on budget credit ac- means customers are encouraged to add to 
counts. A charge of 1 percent a month on un- their accounts any purchase that will not cause 


Here’s what the customer signs 


This is the contract form for a 24-month budget contract account. A local legal 
counsel! can help you work out details for a similar form for your store. 





“eer ee eere eer ee eer ee eee eer ewe eer wee eee ee ee ee 


On or before the........... ONE, isd 8 icin s s cdce es Rada h en ene § BRR eos , | (we) agree to pay to 


the order of FARR'S at Coquille or Coos Bay, Oregon, $. 2... 6. cece eee eee eee eee eene 
and a similar amount on or before the......... day of each following month thereafter, until the full 
purchase price plus service charges of all items herein listed is fally paid. Until goods and service fees 
are paid in full, title and ownership shall remain in FARR'S, the vendor and payee. 

I (we) will not sell, encumber or remove said goods from... ... 0.6.5 ccc eee nee eee neer eben 
without payee's written consent, arid will assume full responsibility for their loss or damage. 

The property hereinabove described shall remain personal property and cet {anything which may 
be done by the parties hereto to the contrary notwithstanding) shall prevent the Seller from removing 
the sarmne, or so much thereof as the Selier in his sole discretion may determine, from any premises to 
which they may be attached upon any breach of this contract on the part of the Purchaser, 

I (we) understand -hat the monthly carrying charge will be computed by adding 1% to the unpaid bal- 
ance of this account on the 26th day of each month, but should I (we) fail to make payments when due, an 
additional service fee of 50¢ per week per payment may be added to the unpaid balance, and payee, his 
agents or assigns may retake the goods without demand or notice at any time after such default, and may 
retain all money paid as rental for use of said goods, or may hold the undersigned jointly and severally 
fer the full unpaid balance, which shall then become due and payable. 

It is agreed that the unpaid balance shal! at no timme exceed $.. 1.6 ete unnee 
and provided no payments have become delinquent, additional items may be purchased from FARR'S at 
their option during the life of this contract and be added to and become a part of said agreement, up to 
the stated maximum amount, without increasing stipulated monthly payments. 





OS <b bee b oc nea eek 0 o's hae ee re DieNG Thao 56s ix ea hn oh oh A hn OD 
NS ON es cdi bin at ene Oka S aT. 6 os <b Ra ek «ek sek hn 
Date Rec'd Description of Mdse. Model Serial No. Price 








Invoice No. 








Customers Down Pmt. 
Signature ly Insurance 








Invoice No, 















































Customers Down Pmt. 
Signature ly Insurance 
Invoice No. 

Customers Down Pmt. 
Signature ly Insurance 
Invoice No, 

Customers Down Pmt. 
Signature (X Insurance 
Invoice No. 

Customers Down Pmt. 
Signature iX Insurance 

ee en rn eee - 





Any stipulations noted on the reverse side are a part of this contract. 
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their balances to exceed original limits. 

For example, if a customer has a budget 
credit account and is paying off $15 per month, 
when his balance is down to $90, he has an 
“open to buy” of $60 ($150 minus $90). He 
should be encouraged to make a purchase or a 
combination of purchases that will restore the 
balance to the original amount. Yet the 
monthly payment does not change. 

The same is true of budget contract ac- 
counts, only the amounts and time limit are 
larger. 

In theory, every customer’s account should 
be at its limit each month. Although this is 
impossible, it is the driving force behind the 
real profit goal of the revolving feature of 
these kinds of credit. 

What effect will a new credit program have 
on your profit picture? 

It is not unusual for a store to more than 
double its profit within the first full year of 
promotion of a credit plan. Usually, profits 
grow from this point to an area where they 
hover at a figure several times the amount 
known under a strictly cash operation. 

It is obvious that a return of more than 10 
percent on your investment in account receiva- 
ble will be realized, even when you consider 
the expense of maintenance and short-term ac- 
counts. 


How to handle credit accounts? 


Handling credit mechanically depends on the 
size of your program and how fast it grows. 
Iacilities vary from simple handwritten ledgers 
in neighborhood stores to highly mechanized 
systems in big volume stores. 

If you’re considering entering the credit field 
for the first time, it’s advisable for you to con- 
sult a local accountant or banker. He’ll help 
you measure your potential and needs for sys- 
tems and equipment. 

Most dealers find that their investments in 
labor saving machines are soon repaid in cus- 
tomer service, and in time and effort in their 
stores. 

It is this investment, the mechanical prob- 
lems of handling new forms of credit, that 
often prevents dealers from taking the big step 
into a budget credit plan. Actually, the work 
can be done entirely by hand, but this will 
satisfy only a small volume dealer. 

No store is too small or too big to pocket 
more profit through credit selling. 

This phase of credit also stumps some credit- 
minded dealers. Again, expert advice is usually 
available. Various trade and credit associa- 
tions will be of valuable assistance. Local 








legal counsels will help, and most accountants 
are familiar with credit procedures and legali- 
ties in their areas. Bankers are a good source 
of sound advice. 

Every credit transaction begins with a credit 
application (see sample). These applications 
should ask for: customer’s full name, mailing ad- 
dress for home and office, recent employers, time 
spent in community, wife’s name, social security 
number, home ownership, nearest relative, at 
least three references, and a contract statement 
for signature. 


Check your credit risk 


Be certain to check the credit application thor- 
oughly. 

This is done by a personal check of references 
given on the application, or, preferably, by con- 
tacting a local credit bureau. Adverse informa- 
tion about an applicant is more likely to be un- 
covered by a professional agency. 

The conditional sale contract form for use 
with contract credit accounts may be a standard 
form available from most stationery stores. Or, 
it can be a form which you work out to meet 
local conditions. You should have legal counsel 
when doing so. 

Forms such as sales slips, ledgers, and state- 
ments can be purchased as standard forms, or 
you can spend a little extra to have them spe- 
cially printed to suit your needs. Any printer 
can handle the job. 


Keep things moving 


When ordering forms, remember to have bro- 
chures printed for sales promotion of your credit 
plan. Collection letters of various types are also 
quite important. 

A good credit program never stands still. 
Changes and opportunities to improve services 
will present themselves as time goes on. This is 
one of the basic advantages of in-store manage- 
ment of credit, as opposed to discounting your 
credit paper to outside sources. 

Most customers prefer that the stores from 
which they buy also handle the financing end of 
the sale. These customers like the open-end fea- 
ture. They also know that in time of trouble, 
they can expect a more sympathetic hearing from 
a dealer than from a banker. 

For increased sales and profits in the soaring 
60’s credit selling has no equal. No other aspect 
of merchandising has the potential and popular- 
ity of pay-as-you-go customer sales. 
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Housewares Merchandising Guide 


The Soaring 1960's 


Will you be left behind in... 
the Soaring 60's? 


Startling im provements in the style and materials 
for hardware/housewares products will be pronounced 
in the 1960’s. Will your salesmanship match these 


improvements? Or will you be left behind ? 


The 1960’s will be a time of changes. New 
discoveries loom in the fields of science and 
mathematics that promise to make the startling 
progress of 1945-59 seem elementary. 

These technological improvements will mean 
more sales opportunities for you. 

But, what about your selling ability. Will it 
keep pace with the changes in the products you 
have to seli? You can’t expect to sell a 1960 
product with last year’s product knowledge. 

Just as you expect improvements in merchan- 
dise, So must you improve your selling skills. 

Let’s see what you face in the 1960’s in sell- 
ing hardware. 

In the housewares field, the growing trend to 
automation in solving difficult and once-costly 
manufacturing techniques will prove a boon to 
sales. Much more complex manufacture will be 
possible on low price items, and much more 


lhe vounge housewife wants to know... 


Is it styled right, is it durable for a modern home? Is if 
the set advertised in — -—— Magazine? 


64 © HARDWARE AGE, December 31, 1959 








complex materials will be used to strengthen 
design and style factors. 

Housewares’ demand in the growing youth 
market of the 60’s will be keyed to better design 
and fresher styling. Housewares manufacturers 
will be competing more hotly than ever before 
for more abundant consumer dollars. This factor 
alone ensures rapid changes in design and 
styling. 


In brief, the housewares outlook beginning in 
1960 boils down to: 

(1) More new and low cost products that 
“think” for themselves. 

(2) More use of light metals, new alloys, and 
improved plastics that will benefit the useful- 
ness, maintenance, and basic functions of present 
best sellers. 

(3) More high-style in design to capture 
youthful eyes. Object: Quicker obsolescence, 
products that wear out in style before they wear 
out in use, 


In terms of your store and your salesmen, the 
1960’s offer a challenge: To keep ahead of vastly 
changing market. This can be done only by 
learning as much as possible about each new 
item you take on. Product knowledge will be 
the basis for improved sales volume. 

“Pyroceram,” registered trademark for the 
new cookware line being made by the Corning 
Glass Works, is a good example of rocket-age 
product development. This is a literal example. 
for “Pyroceram” evolved from materials used 
for nose cones of supersonic craft. Dealers and 
salesmen who take the trouble to study what 
makes products such as “Pyroceram” tick will 
build new sales volume and repeat customers. 
Mere glancing at fact tags will no longer suffice. 

How is your housewares’ vocabulary? 


Just what is American Thermos’ new 
“Stronglas”? 

What’s a modular design? 

Do you stock ni-carbed shears? 

How many of your housewares samples feature 
plastic laminates? 

Are those black wire accessories bonderized? 

What are those “wonderful silicones” in waxes 
and polishes? 





Do your electric heaters have nichrome wire 
filaments? 


The list of examples is just about endless. 

Customers are reading about wonderful sili- 
cones. They want to know why the product is 
wonderful and, more basically, what are sili- 
cones? New technical words to describe scien- 
tific advantages are being coined at a terrific 
rate. 

Customers were once satisfied with adjectives 
such as heavy, durable, and easy-to-clean. Now 
they want to know all about the polyether foam 
in those dinette chairs, and whether anodyzed 
colors will wear off. 

Cooking pots of memory, simple and cheap, 
have largely become scientifically engineered 
products with refinements such as copper or 
aluminum clad soles, heat conduction inner cores, 
silicone treated surfaces, plastic handles, ete. 
In other examples, such as “Pyroceram” the 
style, form, and basic material have been 
changed completely. 

This is just the beginning. 


In the world of plastics, five syllable words in 
consumer advertising copy are commonplace. In 
electronics, the future is boundless (what are 


The voune husband wants to know... 


What is high-impact polyethylene, what's the guarantee 
against breakage? 





Will you be left behind in the soaring 60’s? 


(Continued ) 


printed circuits and germanium transistors?). 

You'll be dealing daily with better educated 
customers. This is true both of those who study 
product advertisements as well as those who 
have higher educations. 

More customers will demand to know “what’s 
inside?” before plunking down hard cash. They’ll 
want to know all of the uses of jet-age products, 
how to care for them and clean them. You must 
know the background of why one product sells 
for more than another which may look identical. 

Dealers who concentrate on this vital product 
knowledge will get a bigger slice of sales in the 
booming market predicted for the soaring 60’s. 

How can you become a product specialist? 

First, reading a frequently published business 
magazine such as HARDWARE AGE is a basic 
requirement. Editorial and advertising pages 
keep you posted on rapid changes. You should 
circulate copies of such magazines among the 
staff for thorough reading. You should write in 
for more information on new products and new 
ideas that seem to have merit. 

Then there are endless ads that you and your 
salesmen encounter in normal reading of con- 
sumer magazines. Get in the habit of tearing 
out ads that will help you learn more about prod- 
ucts you stock. Post such ads on the bulletin 
board, or glue them to signs to enhance displays, 


Your salespeople need to know... 


while telling customers and employees of extra 
product benefits. 

Nearly every carton containing new products 
will have fact sheets, suggested displays, main- 
tenance brochures, and general literature telling 
you what’s inside. These ought to be kept in a 
folder to be read by salesmen in idle moments. 

Traveling salesmen of manufacturers and 
wholesalers will seldom turn down a chance to 
sit in on a product knowledge clinic, after hours 
in your store. They will be glad to show you 
short cuts in demonstration and selling ideas. 

Finally, just handling a product often breeds a 
familiarity that is hard to beat. This is best 
accomplished by having your salesmen work in 
specified areas of the store, rather than being 
general salesmen with no particular specialty. 

No matter how it’s come by, product knowl- 
edge will be the key to more sales in the soaring 
60’s. New products will have built-in improve- 
ments over many old ones, and sometimes they 
will carry bigger price tags. Your customers 
are going to ask: 

@ Why is the product better? 

@ What do the new technical words mean? 

@® What justifies the higher price tag? 

As the 1960’s move along, knowing the 
answers to these questions will mean sales. 


What do the long technical words mean? How can ! tell customers about 


benefits if | don't understand them myselt? 
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Housewares Merchandising Guide 


The Soaring 1960's 


It pays to take a chance 


— Sometimes! 


Pioneering a new product can be exciting, and 


profitable if it’s done right. Here are some ideas 


on how occasionally taking a chance can 


benefit your sales. 


3uilding a reputation as a store that features 
new products brings a dealer many benefits, particu- 
larly with women customers. Being first to show new 
items requires a little gamble. But this gamble can 
be minimized by good merchandising sense. 

To be a sales pioneer, you don’t have to invest 
heavily. You can limit your purchases to a modest, 
safe quantity. It’s what you do with new items that 
counts. 

You have to merchandise a product that’s new, or 
no one knows it is on your shelves. New items have 
to be spotlighted, attractively signed, and demon- 
strated as often as possible. 

Some new items will not catch on, but quite a few 
will when they have been wisely selected. These 
winners bring in plus sales profit and give your store 
a reputation for being first with new lines. 

This is an important point with customers. 

The 1958 hoop craze is a good example of what can 
happen when dealers pioneer new items, as opposed 
to waiting for a market to develop before cashing 
in. Fortunes were made, initially, with this item. 

Of course, it isn’t probable that there will be over- 
night sales sensations in housewares to compare with 
hoops, nor items whose prices will be as quickly foot- 
balled. But the theory still holds: Dealers who latch 


onto a good item early get the cream of the sales 
and profit. 

This is an especially important consideration for 
all dealers as the 1960’s become a reality. The won- 
ders of mechanization, electronics, and plastics will 
reach into more and more manufactured products 
in the years ahead. 

More new housewares items than ever before will 
have to be pioneered. And a majority of old-line 
staples will undergo drastic redesign as demands 
change in the 60’s. 

A number of examples illustrate this point in 
housewares in recent years. Who ever dreamed there 
would be melamine dinnerware that would equal bone 
china in looks, and metal in durability, at down to 
earth prices? 

Who could predict that electric can openers would 
be so well received? Dealers with the courage and 
wisdom to be first to invest in electric skillets, ano- 
dyzed cookware, electric floor waxers, and adhesive- 
backed wall coverings have been well rewarded in 
extra sales and profits. 

Sponge floor mops, miracle waxes, remarkable plas- 
tics . . . the list of such items is long. They are 
housewares staples now, but at the beginning these 
items had an element of chance for dealers wary 
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It pays to take a chance, sometimes! 


(Continued ) 


of investing inventory dollars in new lines. 

The dealer who took a chance, who bought and 
promoted the right new items, found he had a fresh 
traffic and sales stimulant. He found he could tie-in 
with national ad campaigns that usually herald the 
introduction of new items. 

In short, this adventurous dealer found that he 
had something to offer customers that the store 
around the corner was lacking. Often as not, he also 
found that sales-seeking manufacturers had displays 
aids and co-op money to help power up initial pro- 
motion. 


Three steps to check 


Naturally, there are dogs among new items, but 
the percentage is pretty low. Even so, a dealer needs 
more than eagerness for profits to make a winner 
out of new lines. 

There are three major considerations for every 
dealer examining sales prospects of a new item: 


(1) Does it look good as regards style, quality, 
profit, co-op ad money, and other introductory ad- 
vantages? : 


(2) Is there some reason why local demand might 
run against it? 

(3) Is there room in the budget, or can room be 
made, for the item? 


As far as appearances, profit, etc., most dealers 
can qualify as competent judges. A yes or no decision 
is fairly easy to make. 


Local demand important 


As for estimating the flavor of local demand, most 
dealers need the advice of their salesmen, and pos- 
sibly the reaction of outsiders such as customers or 
the families of employees. New items should not be 
added unless there is a majority opinion that favors 
the decision. 

Then there is the third consideration: Where’s 
the money coming from? 

Few dealers can ignore the budget to buy each new 
item that makes an impression. A hole has to be 
created somewhere to fit the new product in. 

Finding this hole can be difficult, but it is often 
worth the effort. 


Let’s say your wholesaler salesman drops in with 
a new thingamajig that is sure to set the world on 
fire. Maybe the item looks good from every profit 
angle, and your staff agrees that it will move. 

Now, you want to buy it but you’ve got to make 
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a hole somewhere to fit it in. Otherwise your stock 
will rise and turnover will start to shrink. This is 
what happens each time you add an item but do not 
eliminate one. 

Let’s say the item is in the cookware category. 
Your next move is to examine buying and sales rec- 
ords, and the current stock of cookware. Surely in 
such an examination you will discover some favored 
old item that you’ve been buying out of habit, but 
you suddenly learn the stock is dusty and the turn- 
over is nil. What to do? 

Don’t hesitate to mark the item “discontinued” in 
your records. That’s step one. Step two is to get rid 
of what you have in stock. This will likely mean a 
markdown, a clearance sign, and maybe a request 
for relief from your supplier. 

Don’t be bashful about asking a wholesaler to take 
something back. It may well be that your wholesaler 
has an account somewhere who has no trouble selling 
the item you want to unload. 

Is a new item worth such a drastic move? Some- 
times it is, and even when it is not, you may have 
done yourself a favor by discovering and eliminating 
a buying mistake in an old item. 


Ask your wholesaler 


There are many clues to the true value of new 
items. Local department store ads show an impor- 
tant affirmative opinion about new lines. These stores 
have huge investments involved. They seldom gamble 
on impractical items. 

Then there is the opinion of your wholesaler. 
Wholesalers, like department stores, take few risks 
based on whim or guesswork, 

Finally, you can usually judge a product by the 
amount of backing a manufacturer supplies. 

If a product’s maker is sure he has a sales winner, 
he will gamble. That is, he will sometimes guarantee 
the sale of the item, or consign the shipment at no 
risk to you. He may offer a free demonstrator, me- 
chanical displays, sample giveaways, large co-op allow- 
ances, long-term product guarantees, or other induce- 
ments to dealers and customers. This often happens 
when a manufacturer has little doubt that a new 
product has potential. 

Once you have decided in favor of a new item, and 
have found a way to work it into your inventory, 
take it on with energy. 

Feature the new product in store and window dis- 
plays. Use the manufacturer’s display materials. 
Feature the item in your promotions. Make certain 
to keep enough stock on hand to back up your effort. 

You may have the gratification of learning that 
you are the only dealer in town who has had the 
wisdom and courage to lay in a supply of the new 
thingamajigs just being advertised in full color pages 





of Life, Better Homes & Gardens, and Living for 
Young Homemakers, among others. 

You may find customers beating a path to your 
door to buy, while other dealers are waiting for the 
item to prove itself. By the time this has happened, 
your cash register will have played a merry tune. 

A housewares sales pioneer is going to make some 
mistakes. But if he keeps the ratio of winners to 
losers in proportion, he’ll find profit in pioneering. 
He’ll build his stature in the community, as the store 
that has new items in stock. He will also rake up 
bushels of extra profit dollars while competition 
bides its time. 
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Learn when new items 


are growing in demand 


There’s a sure way to 
know when demand is 
growing for new items. 
Popular HA Pocket Want 
Cards give you a daily re- 
port of items being re- 
quested. 





HARDWARE AGE 
Pocket Want Card 


You can’ se!) ess tock. Write 


Cards fits neatly in poy ocala 
jacket or shirt pocket. ae 
Salesmen list request for 
new goods as well as re- 
porting lows and outs. 

Want cards are turned 
in each evening for you to 
review. Salesmen start a 
new card each morning. 

You'll save time and 
money with a _ supply of 
Pocket Want Cards. They 
are always handy, while 
the want book is often too far away to be of value 
when needed. 

HA Pocket Want Cards cost just $1 for 90 (a three 
months supply for one man), or save by buying 600 
for $5, postpaid. 

Order your cards now from Reader Service Dept., 
Hardware Age, Chestnut & 56th Sts., Philadelphia 
39, Pa. Please enclose a check or money order with 
your request. 

More than 300,000 Pocket Want Cards are now in 
use. If you wish to have your printer duplicate the 
cards, write for a sample. 
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HARDWARE AGt 


Housewares Merchandising Guide 


The Soaring 1960's 


It’s easy to set up your 


Young Homemakers’ Center 


You can start a center for young homemakers 


at practically no expense, and create a new 


source of sales excitement in your store. Here 


are some workable ideas to get you_started. 


What is the best way to prepare for the grow- 
ing market of young homemakers? 

An effective starting point is a_ separate, 
though small, department at some main traffic 
point in your store. 

Like many good ideas, setting up a Young 
Homemakers’ Center is largely a state of mind. 
That is, it is a concept, an arrangement of mer- 
chandise that you already own, as opposed to 
taking on something new. By focusing attention 
here, you create new sales excitement. 

Select a small area in your store, such as the 
tables around a pillar, a corner niche or six feet 
of wall area, and tie this display in with a deco- 
rative window. Use a prominent sign that labels 
the section as a Young Homemakers’ Center. 

Beyond this, you have only to select the right 
basic samples from your overall housewares 
stocks, and you are in the merchandise-for- 
young-homemakers’ business. 

The right merchandise will include those items 
listed in this Guide (p. 48, 49) plus other key 
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housewares of your own choosing. Ask your- 
self: “What is needed to brighten a new home, 
or to help make housework easier?’ This is 
your guide for choosing items. 

Remember that this section will serve a dual 
purpose, for many friends of prospective newly- 
weds will be on the lookout for gifts to buy. 
Your Young Homemakers’ Center should solve 
their problems. 

Your young homemakers’ display area can be 
your present shelves and bins in any department 
of the store. A fresh coat of paint is the only 
change you need to make. Or you can plan to 
make minor alterations for a Young Home- 
makers’ Center based on the ideas in the draw- 
ings on these pages. 

The sketches shown here illustrate a window 
display, wall section, wrap-around pillar unit, 
corner, and spot fixture. No matter which idea 
suits you best, plan to work on it as a permanent 
display rather than a temporary idea. 

(Continued on page 72) 


* 





Try a wall section... 


BASIC 


VALUE $ ff 





The object of this 8 ft wall section is to ated paneling help complete the i/lu 

reate a separate small department in _ sion of a separate section. Small shelves 
a prominent part of your store. Clear 
signs and plenty of light are needed. 
As shown here, light penetrates from 
top of display, and at counter level 
through a glass-topped riser. The base 
unit is a standard type found in hun 
dreds of stores, but it could just as ‘ , | 
easi/y be one of open-front bins or step items that are basic for young home 
shelving. Sidewall dividers of perfor makers. 


are attached to a perforated backdrop 
by using standard clip hardware, to 
highlight key items. Flat black painted 
squares, as shown intensity eye gapped. 
This unit gives you a focal point for 


dozens ot small ond larger housewares 


... And tie in a window theme 











This theme is outlined for a large win- 
dow, but any part of it is usable in a 
smaller window. The big idea is to 
draw the eyes of young couples, as wel! : iain 
as those who may be buying gifts for I | “Too [ out BUDGET PLAN} 
them. You draw this attention with sug- | | : f ome 
gestion signs or pictures, or a motif such | ; | | YOUNG 
mat . | , HOMEMAKERS 
as cupid, as shown. The side display : | : ae 
units here are sheets of perforated pan | | ; par \\ | YOUR BASIC NEEDS 
eling combined with thick dowel sticks | | _ | , | ppt 
for a modern effect. Both are framed in 
a square of 1x2 in. or 2x4 in. lumber. 
Paint the dowels dark to contrast with 
a light pastel tone on the perforated 
board. The centerpiece is made of 
heart-shaped plywood shelves, bolted 
to a round wood or steel centerpost, 
with cupid or some other familiar sym- 
bol as the focal point. 
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9 . s 2 
It’s easy to set up your Young Homemakers’ Center 


(Continued ) 




























































































Sawbuck or foldaway tables from stock fit nicely around a pillar to give you a Young Home- 
makers’ Center. A cloth or wooden canopy plus a sign as shown gives this section an iden- 
tity of its own. If you prefer a corner section, the sketch above shows how it will look. Here, 
all you need is a sign and a fresh coat of paint on old shelves. The spot. display drawn 
above is made of two full sheets of perforated paneling, framed and backed by strong 2x4 
in. lumber. Heavy shelves can be sized and arranged to suit your needs. A unit such as 


this can be built flush against a wall or stairway, or it can be fitted with casters to move 
wherever needed. 
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Chicago's Navy Pier, home of the Housewares Show in January. 


Start the 60’s right... 
Plan your housewares show visit 


The kickoff for the soaring 1960's in hardware begins 
at the National Housewares Show Chicago in a few 


days. Think big and plan big now if you want to make more 


money in the golden decade of the 60's. 





“Housewares? Good for about 
20 percent of my total store sales,” 


Facts to help you plan your Show visit 


.. a Chicago area dealer. 

“T get 18 percent of my year’s 
sales from housewares, but the 
profit figure is higher in propor- 
tion,” . . . a Chattanooga area 
dealer. 

“T can see the day when I’ll get 
25 percent of my total volume from 
pots ’n pans,” ...A Medford, Ore.. 
dealer. 

The number of dealers’ with 
glowing comments about house- 
wares’ sales and profit is growing. 
The biggest part of the growth has 
been since World War II. The best 
is yet to come. 

When those war babies start 
marrying and raising families in 
the 1960’s, housewares will take on 
new sales luster in your store. 

(Continued on page 100) 





Show facts 


Exhibit hours 9 a.m. to 5 
p.m., Monday through Fri- 
day, Jan. 11-15. 

Register at the main en- 
trance, or write National 
Housewares Manufacturers 
Assn., Suite 1440, Merchan- 
dise Mart, Chicago, for ad- 
vance registration. 


Special events 


NHMA winter show-dinner- 
dance, Wednesday, Jan. 13, 
grand ballroom, Palmer 
House, 6:30 p.m. 

Central States Hardware 
Club annual meeting and din- 
ner party, Monday, Jan. 11, 
Illinois Room, LaSalle Hotel. 


Officers’ installation follows 
dinner. 


Special services 


Free bus service from ho- 
tels to Navy Pier and return 
provided by NHMA. The ser- 
vice operates at five minute 
intervals from all Loop and 
near-Northside hotels, from 
8 until 10:30 a.m. Return 
trips run continuously from 
3:30 to 5:80 p.m. 


HARDWARE AGE booth No. 
777 is at your disposal. The 
popular HA Message Center 
serves aS your personal in- 
formation headquarters. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 81, and mail 


Item 1 
Carded miniature padlock 
Slaymaker’s miniature padlock, 
only 34 in. across the rustless alloy 
case, has a steel shackle, warded 
mechanism and comes with two 
keys. It is carded. Twelve padlocks 
come in a box or they are available 
mounted on an easeled pull-off card. 
Lock is handy for dog collars, over- 


te@ 


by Slaymake 

















World s Lorgest Producer of Bross Padiocts 


night bags, bowling and golf bags, 
tool boxes, telephone dials. Slay- 
maker Lock Co., Dept. HA, Lan- 
caster, Pa. 


Item 2 
Plane for model makers 

Great Neck’s GM-O miniature 
plane can be held securely in the 
palm for control of fine wood work- 
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ing. It is 3% in. long. The 1-in. 
cutter is made of alloy tool steel 
with nickel-plated adjusting screw. 
Parts are plated and polished. The 
body is black Japan finish and 
weighs 1, lb. It’s useful for model 
makers, carpenters, and home work- 
shop owners. Great Neck Saw 
Mfrs., Dept. HA, Mineola, N. Y. 


Item 3 
Glove assortment displays 
Riegel’s Garden Glove Jamboree 
promotion assort- 
ments, each in its own display. Two 
of the displays are corrugated floor 
units, two are metal counter units 
und two are self-display boxes. 
Gloves featured are Riegel’s Lady- 
fingers in floral patterns and pas- 


features six 





tels, with Mighty Dot, or Plastic 
Dot palms. These gloves are tick- 
eted and stapled in pairs, with a 


Ono 
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premium offer on every tag. Riegel 
Textile Corp., Dept. HA, 260 Madi- 
son Ave., New York 16, N. Y. 


Item 4 
7-pc torch kit promotion 


A free wall rack for home work- 
shops is featured in this super-888 
Bernz-O-Matic portable propane 
gas torch kit promotion. The rack 
can be attached to perforated pan- 
eling and holds the torch cylinder 
and its various heads in place. The 
kit includes a_ cylinder, pencil 
burner, utility burner, flame 
spreader, cutting tip and a sparker, 
plus the rack. It is regularly a 








Here is a quick Check 
List of items described 


in the following pages 





$11.95 value but during Hardware 


Week it retails for $8.88. Otto 
Bernz Co., Dept. HA, Rochester, 
N. Y. 
Item 5 


Four snack tables and rack 
Four 15% x 13% in. snack tables 
with black or brass finish frames 
and a matching storage rack high- 
light the 1960 Cal-Dak line of host- 
ess accessories. These tables have a 
gold and black marble pattern and 
a flip-open spring device that un- 
folds the tables automatically as 
they are lifted from the rack. Table 
tops are made of Marlite in a heat- 
resistant melamine finish unharmed 
by alcohol, juices, or boiling water. 














Quick Index to 8uying Check List 








PAGE PAGE 
[] Carded miniature padiock ... 74 Glossy spray for leaves ..... 88 
[] Plane for model makers ..... 74 [] Graduated steel square ..... 88 
[] Glove assortment displays ... 74 ") Square metal sprinkler ..... 88 
"| 7-pe torch kit promotion .... 74 "] Display for paint sprayers .. 88 
[] Four snack tables and rack ... 75 "| Two new dinnerware prices.. 90 
[|] Lightweight folding shovel ... 75 ') 100-f¢ emergency toss line ... 90 
[] Display mount for locksets... 76 '] Neoprene toilet tank ball .... 90 
[] Freezer goods dispensers ... 76 [) Eight open end wrenches .... 71 
[} 6 in. wide shrubbery rake ... 76 ") Three-foot wide lawn rake... 791 
[] 24-in. riding power mower ... 76 “) Organic type weed killer ... 91 
[] Lawn goods promotion kit ... 76 [| Adjustable hood on grill ..... 92 
[] New style dish drainer ..... 76 [) Sanitized sponge cloth ...... 92 
|] Two car brushes in kit ...... 77 “) Concave blade grass whip ... 92 
_] Disposable party ashtrays ... 77 "| Weedless lures on cards .... 92 
"] Do-it-yourself shelf kits ..... 77 "| Toy for muscle development... 92 
Convertible reel display ..... 77 ~) Metal tubing cutter tool .... 94 
| Low price '2-gal picnic jug .. 77 "| Lightweight shrubbery rake... 94 
| Waterproof sealing product... 77 "| Concentrated plant food .... 94 
|} Case for marine battery .... 78 | Pivot hardware and shelves... 94 
[] Merchandiser for brushes ... 78 ] Shower head extension pipe .. 95 
") 3-hp self-propelled mower ... 78 | Nine garden hoe styles ...... 95 
“] Grille with motorized spit ... 78 ] Protective coatings manual... 98 
| Lightweight ratchet wrench.. 78 ] Ornamental railing catalog .. 98 
"] $5.95 insecticide sprayer .... 80 (| Garden hose literature ...... 98 
[] Picture hanger displays ..... 80 _] Floor sweep display deal .... 98 
[] Assorted barbecue apparel... 80 _] Self-locking pipe hangers ... 98 
[] Redesigned fastener package.. 80 (] 12-page fishing handbook .... 98 
"] Seven models in rod line .... 80 -) Viny! wall base pamphiet .... 98 
[] 12 retaining ring pliers ..... 80 [] Metal room divider brochure 98 
[ Brass rack for 100 records .. 85 -] 1960 power mower brochure.. 98 
[| Jig saw with dust blower .... 85 “] Charcoal grill catalog ...... 98 
[| Hamper line of 15 models .... 85 "| Riding mower literature ..... 98 
[) Reinforced sealing tape ..... 85 ~) Wood shelf kit literature .... 98 
[| New wall plate screw kit ... 85 | Mailbox catalog sheets ...... 98 
C) 42-hp riding power mower... 85 NEW EQUIPMENT FOR STORE 
|] Heart-shaped cake pans .... 86 
~} Vacuum cleaner display ..... 86 ] Plumbing supplies gondolas .. %6 
| Bucket for minnows or ice ... 86 ] Paper shredding machine ..... 96 
"| Three rustproof coolers ..... 87 ‘| Manual colorant dispenser ... 96 
' | Gooseneck arm on desk lamp.. 387 _ | Kits of display materials .... 9%6 
| Lock lubricant on new card .. 88 [] Lightweight utility truck .... 97 
"| New finish on mailboxes ..... 22 ")] Structural system catalog ... 97 
The Cal-Dak Space-Saver Rack 


holds four folded snack tables. The 
5-pe sets retail for $22.95 and 
$24.95. Cal-Dak Co., Dept. HA, 2525 
Military Ave., Los Angeles, Calif. 


Item 6 
Lightweight folding shovel 
This plastic folding shovel is 


handy for emergency use around 
the car and home as a snow shovel, 
gardening tool, and sand spreader. 
Beacon’s new tool is 41 in. long 
with a 12 x 12 in. blade. It has a 
slide that allows the shovel to fold 





compactly for carrying in car 
trunks. This lightweight tool comes 
in red and yellow with a blue han- 
dle. It’s labeled and pre-priced to 
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WANT MORE DETAILS ON THESE !TEMS? JUST CIRCLE 


retail for $3.98. A wire display 
rack is available with initial] or- 
ders. Beacon Plastics Corp., Dept. 
1A, Newton 61, Mass. 


Item 7 


Display mount for locksets 
Three basic models, an entry, a 
passage and a privacy lockset, are 





featured on Kwikset’s. display 
mount shaped like a house. The 
display for “400” line locksets is 
finished in black and white hard- 
wood. Two trim rosettes are also 
included to highlight the lockset. 
Kwikset Sales and Service Co., 
subsidiary of American Hardware 
Corp., Dept. HA, 516 EF. Santa Ana 
St., Anaheim, Calif. 


Item 8 


Freezer goods dispensers 

Three new Kordite dispenser dis- 
plays for freezer and refrigerator 
supplies are available. The Kordite 
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Spacesaver, shown, occupies only 
two square feet. It’s for counter 
tops or wall-hanging displays and 
dispenses 12 different items. Other 
displays are the Kordite Superama, 
with 19 different products on dis- 
play, and the Kordite Spin Dis- 
penser for 17 products. All three 
have signs promoting a special pre- 
mium offer of stainless _ steel 
kitchen tools. Kordite Corp., Dept. 
114A, Macedon, N. Y. 


Item 9 
6 in. wide shrubbery rake 


Wood Shovel’s Tru Blu BF6 
Shrubcomb has a 6 in. head with 
seven flat spring steel teeth and a 
52 in. Fire Temp finished hardwood 
handle. It hooks leaves and trash 
from under hedges and_ shrubs 


\\\ 


while the user is in a standing posi- 
tion. Retails for $1.50. Wood Shovel 
& Tool Co., Dept. HA, Piqua, Ohio. 


Item 10 
24-in. riding power mower 
Porter-Cable’s Mark 24 Subur- 
ban Riders features a 4% hp fly- 
ball governor engine, with recoil 
starter, located in the rear. This 
riding mower has a hinged handle 
bar, cast aluminum frame and 
shock-resistant fiber glass rear 
housing. Rotary blades suspended 
under the chassis cut a 24-in. 
swath. The unit has a sulky-type 
seat, a wedged-shaped steering bar 





and a hand shift lever for three 
gears. Five cutting height adjust- 
ments can be made with the Select- 
A-Cut handle. Porter-Cable Ma- 
chine Co., Dept. HA, 113 Seneca 
St., Syracuse 4, N. Y. 


Item 11 
Lawn goods promotion kit 


Whitney’s 1960 display material 
kit will help you promote spring 
merchandise. The kit includes 
streamers, pennants and posters 
that tell your customers they can 
buy all lawn and outdoor living 
needs at your store. Easy Lawning 
for Easy Living is the theme of 
this display material. Whitney Seed 
Co., Dept. HA, Buffalo 5, N. Y. 


Item 12 
New style dish drainer 


Lustro-Ware’s polyethylene Dish- 
Drain Pan (L-127S) features a 
new system of plate support across 














ITEM NUMBER ON FREE POSTCARD, P. 81 


the back end of the pan. High sides 
for splashless rinsing and solid 
fluted bottom are other features. 
Two rows of % in. fins hold 18 
plates. It can be used on left or 
right hand drainboards. Side gut- 
ters control long knives or platters 
and the front compartment holds 
silverware and gadgets. It comes 
in red, yellow, pink, turquoise, and 
white. Pre-priced to retail for 
$3.95. Columbus Plastic Products, 
Inc., Dept. HA, Columbus 23, Ohio. 


Item 13 
Two car brushes in kit 

Here’s a car brush kit that con- 
sists of a two-piece snow brush and 
a combination upholstery and lint 
brush. The brushes come in pink, 











yellow, or 


turquoise. 
snow brush can be used to remove 
snow, scrape off ice, squeegee win- 
dows, and clean car seats and floor. 


Empire’s 


Both brushes can fit into the 
glove compartments of most cars. 
The set comes in a polyethylene 
bag and retails for $1.19. Empire 
Brushes, Dept. HA, 200 William 
St., Port Chester, N. Y. 


Item 14 
Disposable party ashtrays 


Empty tin cans can be converted 
into disposable party-size ashtrays 
with the Scuttle-Butt ash trap. This 
ash trap snaps on to most round 
cans, from small juice cans to large 
coffee cans. A spring-type retainer 


holds lighted cigarettes and cigars. 
The spring can be lifted out easily 
for cleaning. It comes in anodized 
gold with black spring, and black 
with polished brass spring. Scuttle- 





Butt ash traps retail for $1.95 each, 
two for $3.75. Detroit Stamping 
Co., Dept. HA, 350 Midland Ave., 
Detroit 3, Mich. 


Item 15 
Do-it-yourself shelf kits 


This Dennix Shelf Kit No. 
2158-30 in. contains two 30 in. 
shelves, four 8 in. adjustable brack- 
ets, four brassed retaining pins, 
two 15 in. channels. Channels are 
drilled with eight position and two 
attachment holes each. Two-shelf 
unit retails for $7.10 unfinished; 
$10.30 in walnut or blonde. Kit 
with one 24 in. shelf, No. 268-24 
in. retails for $3.50 unfinished, and 





for $5 in walnut or blonde. Dennix 
Products Co., Dept. HA, 38-04 
Downing St., Flushing 54, N. Y. 


Item 16 
Convertible reel display 


You can convert this Shakespeare 
#59C Christmas counter display 











for the No. 1797 levelwind Wonder- 
Cast reel into a year-round display 
after the holiday season. The Es- 
quire Man is featured on the unit 
that holds this push-button reel. 
The display, worth $4.50, is free 
with order of the No. 1797 reel 
that retails for $24.95. Shakespeare 
Co., Dept. HA, Kalamazoo, Mich. 


Item 17 

Low price '/2 gal picnic jug 
Budget-minded customers will be 

traffic for Hamilton-Skotch’s Spiffy 





14-gal jug is finished in dark blue 
and pale blue, with a white poly- 
ethylene cap. Other features are a 
no-drip spout, a steel handle, and 


fiber glass insulation. Hamilton- 
Skotch Corp., Dept. HA, 11 E. 36th 
St., New York, N. Y. 


Item 18 
Waterproof sealing product 


Here’s an improved DAP Kwik- 
Seal sealing compound that adheres 
to all surfaces and remains white 
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BUYING CHECK LIST | 


Want more details? Just circle item number on p. 81 


after setting. It is soluble in water 
when it is applied but sets to a 
firm rubbery consistency that is 
waterproof. This compound won't 
pull away from surfaces and is 
easy to apply from collapsible 5-oz 
tubes with a dispenser nozzle. It 
is useful for sealing around tubs 
or sinks and repairing grouting 
around plastic or metal tile. Ten 
tubes come in a counter display 
box. Dicks- Armstrong - Pontius, 
Inc., Dept. HA, Dayton, Ohio. 


Item 19 
Case for marine battery 

Sinko’s Sea Guard Marine Power 
Pack case holds any 12-volt heavy 
duty battery. It is made of Marlex 
polyethylene and is impervious to 
battery acids and weather. The 
built-in charger features a selenium 
rectifier that charges 12-volt bat- 
teries at 3-amp. rate, full or trickle 
action. An overload protector pre- 
vents overcharge. A 5!1,-ft plug-in 
cord and an outlet for 12-volt ac- 
cessories are included in the Power 
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Pack with charger for $28.95. The 
case is also available without the 
charger. Sinko Mfg. & Tool Co., 
Dept. HA, 7310 W. Wilson Ave., 
Chicago $31, Ill. 


Item 20 
Merchandiser for brushes 

This compact merchandiser can 
be hung on the wall or used as a 
counter display to hold five brushes 
in sizes most used for home paint- 
ing. The Wooster-Magikoter Brush- 
O-Mat is metal, finished in colorful, 


ro gp pets Q — 
DUD oF 

. tect: aan. New BRUSH 
Se Rt} ee 
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baked-on enamel. It’s free with the 

-rehase of any of four brush se- 
rection. The unit displays Exploded- 
Tip and Pure Bristle brushes in 
Flip-Lok wrappers. Wrappers have 
price circles to encourage self selec- 
tion. Wooster Brush Co., Dept. HA, 


Wooster, Ohio. 


Item 21 
3-hp self-propelled mower 


This Roto-Rugg model 24SPS-O 
self-propelled rotary mower fea- 
tures an impulse starter 4 cycle 
o-hp Briggs & Stratton engine. The 
engine powers a rear wheel friction 
drive and disengages for free- 
wheeling. Choke, throttle and stop 
positions are within fingertip 
reach. A Vac-U-Lift inner ring de- 
sign lifts and holds grass for extra- 
clean cutting then whirls the cut- 
tings around to re-cut them into a 
fine mulch. The model has a front 
side discharge, 24-in. cutting width 
and gold finish. A companion model 


has a 21 in. cut, a 214-hp engine 
and is self-propelled by a front 
wheel friction drive. E. T. Rugg 
Co., Dept. HA, Newark, Ohio. 


Item 22 
Grill with motorized spit 


KamKap’s deluxe Kookout unit 
features a large hood with motor- 
ized spit and a blower to start fire 
faster. The 24-in. extra deep bowl 
has an Inconel electric fire starter. 
A one-piece Tilt-Grid minimizes 
flare up and has a heavy crank 
high-low adjustment. This model 
has 114-in. plated tubular steel legs, 
7-in. rubber-tired wheels, a _ side 
work table and a circular shelf. The 


unit is copper finished and retails 
for $39.98. KamKap Inc., Dept. 
HA, 1107 Broadway, New York 10, 
af 


Item 23 
Lightweight ratchet wrench 
Imperial’s new lightweight 
ratchet wrench speeds fitting as- 
sembly and is handy for close 
quarter work. It’s useful for mak- 
ing up tube fittings, high pressure 
hose fittings, pipe fittings and other 
applications. Jaws are made of 
forged chrome-vanadium steel and 





an 
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Elliott’s Hardware Dallas, Texas | 


EXPANDS 3S TIMES 


IN 12 YEARS WITH 
M&D HARDWARE STORE FIXTURES 





When Mr. Elliott started his 
hardware business in 1947 he tried to 
stock “at least one of everything.” As 
business grew it was obvious that ‘‘several 
of most everything’ was desirable so 
the facility was expanded in 1953. 


In 1959 the business was again 
expanded to a modern store room 
50 feet wide by 130 feet deep providing 
6500 square feet of sales floor area. 


Each expansion ‘vas accomplished 
with store planning and fixtures by 

M & D and their Dallas distributor, The 
Walter H. Allen Co., Inc. The business 
has more than quadrupled through 
these expansions. 


Before you invest a cent in store 
fixtures use this coupon either for 
our free Hardware Store Fixture 
brochure or our store planning services. 





$099 OHHHHH HHH HHH HF 
M&D STORE FIXTURES, INC. Dept H-7 


6 No. Michigan Avenue, Chicago 3, IIlinois 
245 Vineland Avenue, City of industry, California 
! am interested in: [) Free Brochure 


} Complete Store [) Upgrading or [ Gondolas ]} Wall Units 
Installation Remodeling [) Show Cases [) Gift Islands 


M&D STORE FIXTURES, INC. NAME 


STREET 





Manufacturing Plants in the East and West city 
Sales offices in principal cities throughout the U.S.A. $¢06¢066¢¢6¢0¢¢6¢¢¢ $¢¢¢ 
Want more facts? Circle 127, p. 81 
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the rivets in the jaws are stainless 
steel. All surfaces of these Kwik- 
Tite wrenches are cadmium-plated 
and all parts are replaceable. They 
are available in these hex nut sizes: 
32, 7/16, Yo, 9/16, 5%, 11/16, 3%, 
13/16 and % in. Imperial Brass 
Mfg. Co., Dept. HA, 6300 W. How- 
ard St., Chicago 48, Ill. 


”» 
~~ 
os 

‘ 


/ 


Item 24 

$5.95 insecticide sprayer 
Here’s a Barco Selector Sprayer 

with a dilution dial that eliminates 

premixing liquid insecticides and 





fertilizers before spraying. After 
the unbreakable bottle is filled with 
the chemical, concentrations for 
one to 10 teaspoons per gallon can 
be dialed. A pistol grip valve con- 
trols the water flow from a garden 
hose. A lock clip holds the valve 
on. Metal parts are chromed. The 
Selector Sprayer comes with a hex 
nut nozzle-end that converts the 
sprayer to a hose nozzle. Retails 
for $5.95. Barco Mfg. Co., Dept. 
HA, Worcester, Mass. 
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Item 25 
Picture hanger displays 


Jiffy picture hangers now come 
on a counter stand and in a counter 
display carton. Two dozen cello- 
phane-wrapped packages are on the 
counter stand. The carton holds 24 
cards. Both displays are pre-priced 


ao yo 
cma" 





and provide installation informa- 
tion. Jiffy Enterprises, Inc., Dept. 
HA, 150 N. 18th St., Philadelphia 


7, Fea. 


Item 26 
Assorted barbecue appa-el 

You can set up Parvin’s Barbe- 
cue Apron department on any bar- 
becue grill, and promote tie-in 
sales. This assortment includes 
barbecue aprons, hats, mitts and 
brazier covers. Each assortment 
contains 12 free barbecue mitts 





worth $6. The unit holds $72 worth 
of merchandise and costs you 
$39.60. Parvin Mfg. Co., Dept. HA, 
1149 S. San Pedro St., Los Angeles 
15, Calif. 


Item 27 
Redesigned fastener package 


Atlas Tack’s redesigned consumer 
size package features a new white 





border around the cellophane aper- 
ture on the '4% lb window box. A 
similar design is matched on 14 lb 
boxes. Uniform printing of product 
names, numbers and _ sizes com- 
pletes the new look. Atlas Tack 
Corp., Dept. HA, 79 Pleasant St., 
Fairhaven, Mass. 


item 28 
Seven models in rod line 


Seven models in the 1960 True 
Temper rod line have two-piece 
blanks with solid glass butts and 
Holloglass tips. These rods for salt 
water applications include three 8 
ft 6 in. models in metalescent gray: 
#2342, a cork grip spinning and 
steelhead; #5142, a cork grip steel- 
head; and #2385, a wood grip salt 
water spinning. Another new model 
is the green #8165, an 8 ft wood 


grip salmon and mooching rod. 
True Temper Corp., Dept. HA, 
1623 Euclid Ave., Cleveland 15, 
Ohio. 

Item 29 


72 retaining ring pliers 
Twelve sizes and types of retain- 
ing ring pliers, called Proto Truarc 
Pliers, handle the most popular in- 
ternal and external retaining rings. 
These pliers have precision-ground 
tips, induction hardened and angled 
to '»ld rings under tension and 
w uadraw freely. The range covered 
with these pliers includes rings on 
shafts with diameters to 4 in. and 
in bores with diameters to about 
7 in. Merchandising Panel No. 2T 
(Continued on page 85) 
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FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


. > You must keep posted on these new ideas if you want to 
keep your store profitable.e HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check 


Postcard Service. 


P Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 


from them the latest information available. 


PB Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 


Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 


ee 
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NEWEST FASHION COLOR 


In peak demand by homemakers everywhere 
Successfully sales tested with Rubbermaid items 


NEWEST PROFIT OPPORTUNITY FOR YOU! 
Special introductory assortment at FULL 40°, PROFIT MARGIN! 
PLUS... BONUS of 2 Free #2965 Décor Wastebaskets to sell at FULL RETAIL! 


SEE OTHER SIDE FOR DETAILS ON THIS SENSATIONAL OFFER 





Here’s how the special Rubbermaid Sandalwood Starter Assortment works! 


ORDER ASSORTMENT 48730 


It consists of two each of the following items .. . 
which will be drop-shipped, pre-paid to you: 


Description Retail Total item Description 
and Size Each Retail No. and Size 


Drainboard Mat, 14%” x 15%” $1.29 $2.58 9957 Rectangular Wastebasket 
. 15%” x 11%” x 20” high 
Drainboard Mat—15%” x 20” $1.79 $3.58 
2960 Busy Bucket—114%" x 8%" x 12” high 
Drainer Tray—16” x 16%” | $5. 38 
6008 Twin Sink Dish Drainer 
Drainer Tray—18” x 21” | $5.96 124%,"x 14" x 4%" 


Sink Mat—10%" x 12%” | $2.58 Dish Drainer—13” x 15%” x 4%” 


Sink Mat—124%” x 16” 3. 38 Deluxe Dish Drainer 
in 0” x $ 6032 aye 1" x 5 
Sink Divider Mat—10%” x 14” $3. 38 | 
2930 Sink Strainer—All plastic 


Stove Mat—13%” x 19%” $4.58 
‘ ; 2206 Soap Dish—3%” x 5” 


Stove Mat—16” x 20” $4.98 
2909 Extra Silverware Cup—2%” x 6” x 4” 


Rectangular Dish Pan $3.96 diets 
12%” x 14%" x 5H” 3 ullery tray 
dies 2922 13%" x 11%" x 1%” 
Round Wastebasket 
: . $2. 38 D Divid 
9%” diam., 10%” high rawer Uivider 
— 2905 AY KY" x2" 
Rectangular Wastebasket 2 98 
9%" x 6%" x 10%” high $ 2939 Decorated Tissue Dispenser 
10%” x 5%" 
Round Wastebasket $3.96 
12” diam., 11%” high | 2969 Storage Bin 
17%” x8" x 7%" 


Rectangular Wastebasket 
ly” By," x 12%” high : $3.96 7010 Bath Mat—14” x 26” 


Round Wastebasket 7011 Bath Mat—16%2" x 28%" 
13%" diam., 14” high $9.96 
7202 Toilet Top Tray—7%” x 19%” 
Rectangular Wastebasket $6.98 
14%" x 10%" x 15” high | TOTAL RETAIL FOR ASSORTMENT 
YOUR COST 


NEW! YOUR PROFIT—FULL 40% 


cere FREE! Ad Mat. Size: 1 column x 6” PL US 


SANDALWOOD } 
Packed with each Rubbermaid #8730 2—Free #2965 Décor Wastebaskets @ $2.98 each 


Sandalwood Starter Assortment : . 
Order No. HM-235 which you can sell at retail for 


YOUR TOTAL PROFIT— 44.5% 











FREE! 

Colorful window or 
DEALER NAME wall banner. Size: 24” x 834”. 
ADDRESS Packed with each Rubbermaid #8730 
Sandalwood Starter Assortment 


HOUSEHOLD HELPERS 

















Take full advantage of this Rubbermaid extra profit—extra color promotion now! 
Call your Rubbermaid Jobber today! 


RUBBERMAID INC., WOOSTER, OHIO 
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(Continued from page 80) 
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displays the 12 pliers with a chart 
to aid selections. Proto Tool Co., 
Dept. HA, Box 3519, Terminal An- 
nex, Los Angeles, Calif. 


Item 30 

Brass rack for 100 records 
Artistic’s combination floor/table 

l.p. record Browser Caddy holds up 

to 100 records or albums. No. 277B 

is 16 in. high and has a carrying 





handle that folds down out of the 
way. It’s made of Lustre-Brite 
brass. Packed in half dozens, and 
retails for $2.29. Artistic Wire 
Products Co., Dept. HA, East 
Hampion, Conn. 


Item 31 
Jig saw with dust blower 
Here’s a Pet Job Tested, Model 
2150, jig saw that cuts up to 2 in. 
lumber, light gauge metals, plas- 
tics, up to 17 in. circles and up to 
45 deg right or left bevels. Other 
<= Want more facts? Circle 128, p. 81 


features include a built-in light, 
sawdust blower, 10 ft 3-wire rub- 
ber conductor cord and adapter and 
an auxiliary handle. The blade 
makes its own starting hole on in- 
side or plunge cuts with a %-in. 
stroke. This 4-lb unit has a 2.9 


amp. industrial rated motor and 
retails for $34.95. Portable Elec- 
tric Tools, Dept. HA, 320 W. 83rd 
St., Chicago 20, Ill. 


Item 32 
Hamper line of 15 models 


Fifteen models are in Burling- 
ton’s new line of Hawkeye ham- 
pers. The Decorator series, shown, 
has a two-tone body of upholstery 
fabric in new colors. The Royalty 


series features a two-tone vinyl 


plastic body in three sizes, and in 
pastel colors. A promotional model, 
Excello, is available in one size 
only. Three other series, Regal, 
Modernist and the low-priced Pace- 
maker, are made of lacy 
fiber. Burlington Basket Co.., 
HA, Burlington, Iowa. 


woven 
Dept. 


Item 33 
Reinforced sealing tape 

This new reinforced sealing tape, 
called Titan II, contains Hyde-X, 


an adhesive for reinforced tape. 

The tape uses a 35-lb Kraft and 

has 3-directional reinforcement. 

_— Pulp & Paper Corp., Dept. 

pong 7? Madison Ave., New York 
“y. 


Item 34 
New wall plate screw kit 


Six hundred screws for mounting 
wall plates, switches and _ recep- 
tacles are now available in a Holub 


kit. The kit includes 100 each of 
bright nickel, brass-plated, bronze- 
plated, ivory-painted, ivory nylon 
and brown nylon screws. All are % 
in. long, 6-32 thread with oval 
head. Each screw type is in a clear 
plastic tube with a screw-off cap. 
Tubes are packaged in a transnar- 
ent plastic box. Holub Industries, 
Inc., Dept. HA, Sycamore, Ill. 


Item 35 
4/2 hp riding power mower 

A highlight of Propulsion En- 
gine’s 1960 series of Mow-Master 
Fairlawn rider-type power mowers 
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FOR 


“Traffic-Building” 
items you can eS 


sell at 


RED-HOT 
PRICES... 


while still making 
a profit? 
a 
LIBERTY 
Distributors 


“BARGAIN-OF- 
THE-MONTH” 
Program is 
your answer! 
* 


Contact your local 
LIBERTY Distributor 
for information on 
this month’s money- 
maker —a king - size 
kitchenware and 
gadget tray! 

a 


Or call or write 


R. C. VEREEN 


Managing Director 


Liberty Distributors 
Box 95 
Phila., Pa. 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 8! 


is Model 550. This unit cuts a 26 
in. row, within % in. of fences or 
borders. Cutting heights can be 
varied from 1% to 3 in. A gear 
shift lever controls forward-neu- 
tral-reverse action. It can travel 
up to 334 mph. It is powered by a 
4% hp, 4-cycle Lauson engine. It 
has a 14-gauge steel base, pressed 
steel frame and a foot pedal brake. 
Propulsion Engine Corp., Dept. 
HA, South Milwaukee, Wis. 


Item 36 
Heart-shaped cake pans 


You can promote this Spring 
Form Heart cake pan for Valen- 
tine’s Day and the spring bridal 
shower season. Chicago Metallic’s 


Bake-King pan is 9% x 9% x 3!4 
in., and is made of heavy gauge 
tinplate. It’s available in two 
styles, a flat bottom for $1.39 re- 
tail and with tube bottom for 
$1.59 retail. An easy-to-make rec- 
ipe is printed on the label. It is 
a handy pan for baking angel food 
cake, sponge cake and chiffon cake 


from ready-mixes or recipes. 
Counter signs are available. Chi- 
cago Metallic Mfg. Co., Dept. HA, 
3711 S. Ashland Ave., Chicago 9, 
Til. 


Item 37 
Vacuum cleaner display 


Sunbeam’s Dual DeLuxe vacuum 
cleaner is mounted waist high on 
this 19 in. display stand. The 
cleaner cover can be opened easily 
to show the dirt bag and 114-hp 
motor. The Turbine brush and 
other attachments are arranged on 
a separate easel. The cleaner can 


Yueten, 





be removed easily for demonstra- 
tion. A large tag lists features. 
Sunbeam Corp., Dept. HA, 5600 
W. Roosevelt Rd., Chicago 50, Ill. 


Item 38 

Bucket for minnows or ice 
Fishing enthusiasts and picnick- 

ers are traffic for Ideal’s Dylite 

bucket that can be used to keep 








minnows alive or to hold ice cubes. 
This 10 qt bucket is unsinkable, ; 
washable and won’t retain odors. y th h t f 

Cover is recessed to fit flush with - asia d Wa 5 HN , C eS S Ores 
top of bucket and is attached to the 


side of the bucket. Frame is made On the best counters 


f plated, rust-resistant steel and TWiaceose lilac es 
sales i than 2 lb. Comes in i Chie nome p Repall PI Ne a 
red, blue, green and yellow marble- 

S. shi Fl 
rememmnas =... Sell faster... satisty every customer 
re guarantee greater profits for you! 


Item 39 Mss (5 If you take pride in selling bet- 
Thvee rusipvest cocters a ) _ past ter products... if you enjoy build- 
; - Va ing sound customer friendships 
Coleman Snowlite coolers for <a py atuminum ... if constant, big volume repeat 
1960 have been redesigned with a ond business gives you a real thrill 
Royalite base which won’t rust and : ' bel eh > Binein # ht 
resists scuffing. Royalite is used for , rooted you belong in the agic tamuy. 
the tub liner and for the underside : The Magic line is complete. 
of the cooler lid. The cooler is in- There’s a product for every job. 


sulated with Therma-Lock poly- Modern bubble packaging, eye- 
styrene and is available in three 


: a catching displays, NATIONAL 
models in gray, pink and green. | MAGAZINE. RADIOand TELE- 
The largest of the three is the rolders * Seal VISION ADVERT ING pasite 
No. 5215, shown. It has a 14-gal REAL METAL in paste form! << - ISING... all 


help you SELL MORE and pro- 
an extra tube FREE fit more! | 


¢ 


with every 12! also 
available in 59c size 


nee w A 
ooo @ act Re’ , 
Me ) ] See your jobber 
MAGIC | about “‘Magic’”’ 
America’s most complete 
line of repair products 





3 free tubes — 
- with every dozen! wha 
_— ! eaaig~e . MAGIC WOOD. 
capacity, weighs less than 22 Ib, ae aye n Te BLEND PUTTY 

' ; io ; SEALER . , 
has a self-locking lid and adjustable aes PENCILS fill nail 
food tray. Coleman Co., Dept. HA, Se Hit holes, cracks and 
Wichita 1, Kan. | sean anit 79 scratches in wood. 
The ‘‘finishing 
touch” for perfect 
paneling. 12 wood 
4; | shades. 1 doz. in dis- 

, WILE dlay box. Retail price 

Gooseneck arm on desk lamp  @ 2 | 39¢ each, . 


natural and 6 colors! 
won’t shrink 
Item 40 takes stain 


Kagle’s new Deskmaster lamp, 
No. 394, blends with traditional or 
modern decor. The new style shade 
has decorative holes that provides 


longer bulb life by allowing heat i= Me)? jib. 
to escape. The inside of the shade zi Se 








is sprayed with aluminum. This 


lamp won't tip over and has a pro- © |) 4% popes Magic Iron Cement Co., Inc 
tective felt rer] . $ EOED 


covering underneath. ohh yt 
It comes in solid sand, bronze, ivory heatproof Cleveland, Ohio 
and in black with a silver-finished stays white | 
arm. The Deskmaster has a 12-in. 6 ee . 99 
. . S ce IViaLI1C ‘aus ‘Or KS <s c 
flexible gooseneck arm, a 6-ft cord | fa Sells like Magic because it works like Magic 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 81 


and flat molded vinyl cap. Eagle 
Electric Mfg. Co., Dept. HA, 23-10 
Bridge Plaza South, Long Island 
City 1, N. Y. 


Item 41 
Lock lubricant on new card 
Dixon’s Cub Gun, a squeeze bot- 
tle filled with Microfyne graphite, 
is now available mounted on a new 
card. The eard is pre-punched and 
has a price circle. The lubricant’s 
use aS a preventive measure 


DIXON 
tle Mcalte 


against frozen automobile locks, is 
emphasized on the card. Other uses 
are listed. Retails for 29¢. Joseph 
Dixon Crucible Co., Dept. HA, Jer- 
sey City, N. J. 


Item 42 
New finish on mailboxes 

A copper metallic enamel finish 
with high luster is now available 
in Fulton line mailboxes, the No. 
200 Americana and the No. 300 
Suburban Star, shown. This finish 
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blends with front entrance copper 
tone hardware and fixtures. Prices 
remain at $1.69 for the Americana 
and $3.49 for the Suburban Star. 
These two models are also avail- 
able with hammered bronze and 


 . 


wrought iron finishes at the prices 
given. Patent Novelty Co., Dept. 
HA, Fulton, Ill. 


Item 43 
Glossy spray for leaves 


Shionex, a new liquid compound 
that is sprayed on hard-surfaced 
plant leaves, provides a dust-resis- 
tant permanent shine. A thin, por- 
ous film sprayed on the leaves al- 
lows the plant to breathe normally 
and won’t peel, blister or wash off. 
It dries instantly and comes in 
aerosol cans, a bottle, quart and 
gallon cans and in Syfonex spray- 
ers. A 5-oz aerosol can is 98¢, a 


2-0z bottle with dauber sells for 
49¢ and gallon cans are $7.95. Hy- 
droponic Chemical Co., Dept. HA, 
Copley 21, Ohio. 


Item 44 
Graduated steel square 


Great Neck’s steel square, the 
X7, is graduated on both sides. 





Markings are inscribed deeply into 
the steel in 1/16 in. measurements. 
The body is 12 in. and the tongue 
is 7 in. The square retails for 29¢ 
and is packed 24 to a box. Great 
Neck Saw Mfrs., Dept. HA, Mine- 
ola, N. Y. 


Item 45 
Square metal sprinkler 

This metal sprinkler waters in a 
square pattern from 2 x 2 ft to 
35 x 35 ft. Most small to medium 
size lawns can be watered in a 


single setting with Melnor’s No. 
650 sprinkler. Sprinkler is made 
of noncorroding aluminum, brass, 
and zine. It’s guaranteed for a 
year. Melnor Industries, Ine.., 
Dept. HA, Moonachie, N. J. 


Item 46 

Display for paint sprayers 
Three different models of Sprayit 

electric paint spray units are fea- 

tured in a new counter-height dis- 

play. The display is 36 x 18 x 32 in. 

Sales literature, new full line cata- 





THERE’S ALWAYS SOMETHING NEW AT 
NEW BEAUTY- NEW QUALITY-NEW STYLING i SaaS ean 
i 


i | Highly Styled and Meticulously Finished No. 510 BAR ACCESSORIES ASSORTMENT 


. NEW: t A complete self service department in 
THE 4 : met 

= less than 2’ of counter space. This is a 

tested and proven profit builder across 

the nation. A trial order will convince you. 


HOME 


har accessories 


cy IRVIN-WARE 

















FAEE! 


ITEM NO ITEM 
ae Corkscrew 39 Bottle & Beer Can Opener 


° . ; , ~ Corkscrew 014 Punch Ladle 
Popularly priced in the true Irvin Ware fashion, these —— Bottle Pourer 110 Relish Fork 

. ° ° AN our ttle Pourer ocktail Strainer 
gleaming chromium plated bar accessories are oaiaiies Bottle Pourer 122 Bar Spoon—Chrome 
non-tarnishing, and have precision balanced plastic a | SS 


handles. Individually Gift Boxed. Truly a ‘‘BAR-JOY”’. dic Corkscrew 131 Double Jigger—Chrome 


items 132 Muddier 20 Lemon Squeezer 
new! 
FOR TEA TIME 


IRVIN WARE TEA ACCESSORIES 


Colorful, compact self service display 
FREE when you order either of the 
following assortments: 


No. 600 (1 dz. ea. of items shown) 
No. 600/2 (1/2 dz. ea. of items shown) 


ITEM 


Tea and Baby Food Strainer 
Dripless Tea Strainer 
Perforated Tea Strainer 
Sugar Tong 

Tea Infuser 

Ejector Fork 

Tea Ball (Bell Shaped) 

Tea Ball (Egg Shaped) 
Lemon Squeezer 


ALL ITEMS SHOWN ARE 


_s- no oe) hUmrlhCUelhCUelhCUeh Ue huh hl hn huh UrlhC Ur Ur UD hme UL UR UG UR UG. UR UG. UG. UG UG UG UG UG UG 





= eS eS ee ee ee ee Se a oe 
Gentlemen:— 
Please send me prices and literature on Irvin Ware’s line of: 
[] Bar Accessories [| Kitchen Tools [(_] Tea Accessories 
[| Hollow Ware 
Name........ 


Address.............. oy aie 
Ee Zone..........State.... 


‘ 


Want more facts? Circle 131, p. 81 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 8| 


logs, and price lists are included 
on the display. The colorful display 
is free with the purchase of two 
Sprayit 400 units, one Sprayit 700, 
and one Sprayit 818. Electric 
Div., Thomas Industries 
Inc., Dept. HA, 410 S. Third St., 
Louisville 2, Ky. 


Sprayit 


Item 47 
Two new dinnerware prices 


Lenoxware dinnerware sets will 
be offered in five new patterns and 
two new lower price ranges for 
1960. New patterns include For- 
estdale, Golden Rhythm, Garden 
Party, Will’O’Wisp, Seville and 





The NEW Edward Porta-Gasoline-Cans 


EASIER TO CARRY...EASIER TO POUR 
EASIEST TO STORE! 


Properly balanced for carrying. The right shape to fit car 
trunks, tool sheds and garage corners without wasting space. 
The safest gas can made .. . lower center of gravity prevents 
knocking over. Complete with Air Vent and Filter Screen. 
Available in extra-capacity 5-qt. Model No. 548 ideal for 
mixing outboard motor fuel and the 214-gal. Model No. 550. 


Write for complete details. 


Edward nin iii 


6260 North Northwest Highway, Chicago 31, Illinois 
Want more facts? Circle 132, p. 81 


90 © HARDWARE AGE, December 31, 1959 





Meadow Song, shown. The new 
prices are $39.95 and $29.95 for a 
45-piece service for eight, with 
starter sets available in lower 
prices accordingly. New Lenox- 
ware patterns will be offered at 
$49.95 also. Lenox Plastics, Inc., 
Dept. HA, 4417 Oleatha Ave., St. 
Louis, Mo. 


Item 48 
100 ft emergency toss line 


Allan’s economical emergency toss 
line has a waterproof plastic pouch 
that can be attached to any bulk- 





j 
head, ready for immediate use. The 
rubber ring is lightweight and can 
be tossed out by anyone in seconds, 
A 100 ft length of polyethylene 
rope is attached to the pouch and 
the ring. Retails for $6.95. Allan 
Marine Inc., Dept. HA, 200 Frank 
Rd., Hicksville, N. Y. 


Item 49 
Neoprene toilet tank ball 


All home owners are traffic for 
this toilet tank ball that assures 
trouble-free toilet water flow con- 
trol. The device consists of a neo- 
prene rubber ball with built-in 
heavy gauge prongs. This Royal 





Flush model includes a “‘line” that 
is made of metallized dacron. It’s 
made to anchor each time in the 
water pipe and can’t become dis- 
engaged wren the toilet is flushed. 


ROYAL FLUSK 


WATER | 
STOPS 
NOISE 
FITS : 
ANY TANK | 
works 
EVERY TIME | 

’ 


~ 


The unit is easy to install in any 
tank. Royal Industries, Ltd., Dept. 
HA, 299 Madison Ave., New York 
17, N. Y. 


Item 50 
Eight open end wrenches 


Mechanics, hobbyists, farmers 
and homeowners are traffic for the 
Lectrolite Set No. 580-B that in- 
cludes eight forged alloy steel 
wrenches. They are open end 
wrenches and have 14 to 1 in. open- 
ings. These highly polished, nickel 
chrome plated tools are packaged in 
a plastic bag with grommet for 
hanging. The set is available indi- 
vidually or as one of six sets in the 


tiie wen 


a 


See 


wes 


~~ 


Lectrolite L-6 SpaSaver merchan- 
dising display. Lectrolite Corp., 
Dept. HA, Defiance, Ohio. 


Item 57 
Three foot wide lawn rake 


Rugg’s No. 43 Wide-Sweep lawn 
rake has a 3-ft wide aluminum al- 
loy head with 36 spring-steel teeth, 


i c(h S) ' 
PRR RER t aa , a4 
iy} \\ HN 1h 
, TPIRIL LLL 


a steel neck, and a 5-ft long lac- 
quered ash handle. It weighs 3 Ib 
3 oz and retails for $5.35. Six rake 
heads come in a carton and six 
handles in a bundle. Rugg Mfg. 
Co., Dept. HA, Greenfield, Mass. 


Item 52 
Organic type weed killer 

Xall is a new organic type gen- 
eral weed killer for broadleaf weeds 
and grasses on driveways, patios, 














Mr. Dealer: 
would you like 
to by 

- some of the 
services used 


All these profit-building services are 
available from your 


A DW A Dt 


Decatur & Hopkins Co., Boston, Mass. 
Heitmann, Bering-Cortes Co., Houston, Texas 
Charles Ilfeld Co., Albuquerque, New Mexico 
May Hardware Co., Washington, D. C. 
Rose, Kimball & Baxter, Inc., Elmira, N. Y. 
Seller Bros. & Co., San Francisco, Calif. 

P. A. & S. Small Co., Inc., York, Pa. 


[VF Help from Retail Specialists 


[4 Group Buying Power 
Private Brand Merchandise 


ce Profit-Making Ideas 


[v7 Notional Identification 


Store Planning and 
Engineering 


Low Cost Fixtures 


Gi Monthly Promotions 


Newspaper Ad Mats 
[Fy Direct Mail Circulars 


Proven Basic 
Stock Lists 


Forms for Controlling 
Your Operations 


Guidance in Using 
Stock Lists & Forms 


[yr Pre-Printed Pricing 
Tickets 


Contact your PRO DISTRIBUTOR NOW 
and start benefiting from the same im- 
portant services hundreds of Independent 
Hardware Dealers are using today. Proven 
over years of use 


Strevell-Paterson Hdwe. Co., Salt Lake City, Utah 
W.A.L. Thompson Hardware Co., Topeka, Kansas 


Whitlock Corporation, Yonkers, N. Y. 
Wickliffe Wholesale, Youngstown, Ohio 
M. S. Young & Co., Allentown, Pa. 


. or write directly to: 


PRO HARDWARE, INC. 


4 East Avenue @ Larchmont, New York 


Want more facts? Circle 133, p. 81 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 81 








fence lines and tennis courts, but 
not for lawns. This Amchem weed 
killer does not contain arsenic, is 
soluble in water and easy to use. 
It won’t stain bricks or stone and 
one application 
Comes in a 


lasts a season. 
watering can-shaped 
package of 2 oz for 75 sq ft and 
retails for $1.25. An 8 oz canister 
for 300 sq ft retails for $3.50. 
Amchem Products, Dept. HA, Am- 
bler, Pa. 


Item 53 
Adjustable hood on grill 

This patio wagon charcoal grill 
features a covered cooking hood ad- 


justable to four intermediate open 
positions. The hood has a built-in 
temperature indicator. Royal Chef, 
Model ROW-43, has a 14 x 24 in. 
fire bowl, a hardwood cutting block 
and an adjustable fire tray. It 
comes with two semi-pneumatic 
rubber tires and handle bar type 
rear legs. The de luxe electric mo- 
tor and spit set has an off-on 
switch and 110 volt AC outlet. A 
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free customer bonus with this 
$49.95 grill includes four cooking 
utensils, 2 lb of charcoal, 1 lb of 
hickory chips and the Royal Chef 
Cookbook. Chattanooga Royal Co., 
Dept. HA, Chattanooga 6, Tenn. 


Item 54 
Sanitized sponge cloth 

Sweet ’N Clean, a new sponge 
cloth, features a polka dot pattern. 
This flat, flexible sponge and cloth 
has a wiping surface of 60 sq in. 
It is sanitized and rinses out clean. 
Comes packaged in polyethylene 


and is pre-priced at 39¢. Twenty- 
four are packed in a carton. Ameri- 
can Sponge and Chamois Co., Dept. 
HA, 47-00 34th St., Long Island 
City, N. Y. 


Item 55 
Concave blade grass whip 

This 1960 model Clean-Cut Gras- 
wip No. 2200 has a concave blade 


that allows sharpening of both 


edges at the same time. It is 
painted brightly in two colors. 
Lists for $1.59. Village Blacksmith 
Div., General Metals ‘Corp., Dept. 
HA, Watertown, Wis. 


Item 56 
Weedless lures on cards 

Here’s an Arbogast lure in 8x, 
YY, and 4g oz sizes with a weed 


guard and gold finish willow-leaf 
spinner. It’s called The Eye. 
Freely turning willow leaf and 
noncocking spinner and shaft pre- 
vent line twist. The three sizes, 
for casting, spin fishing and ultra- 
light tackle, come in five different 
color combinations. Each size is 
packed 12 on a display card. Fred 
Arbogast Co., Dept. HA, Akron, 
Ohio. 


Item 57 

Toy for muscle development 
Here’s a children’s toy you can 

sell in your outdoor living depart- 

ment as a spring promotion. Hop- 


kins’ Space Trainer is for chil- 
dren from two through nine and 
aids muscle development, posture 
and coordination. It is safe as the 
Trainer always stops in an upright 
position. The toy is portable and 





TAKES OFF 
ITS HAT 


TO NOBODY: 


Lag, machine, and carriage bolts. 
All sizes. Quick delivery from stock. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. “age SR 
Export distributor: Bethlehem Steel Export ¢ rporoatrion, 
ETHUEHE 
BETHLEHEM STEEL fivua 


Want more facts? Circle 134, p. 81 
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/# easy fo Seif 
NATIONAL 


basedijo 
PRODUCTS 


they’re conveniently 
packaged, easy to install, are made 
of the finest materials, and are priced 
for fast turnover. Place a sample 
order today and you'll soon learn 
they’re real money-makers. 


VINYL-INSERT THRESH 
OLDS—No exposed 

“screws, no hook strips. 
3 widths (14%4", 312", 4”) 
—any length. 


TWO-IN-ONE WEATHER- 
STRIP—A doorstop-weath- 
erstrip combination for 
windows or doors. Comes 
in 7’ lengths. 


PACKAGED WEATHER.- 
STRIP—Bronze and alumi- 
oum—in standard sizes or 
17’ and 100’ rolls. 





SEALER-STRIP—Metal and 
felt weatherstripping. 17° 
of material in each box. 


INTERLOCK THRESHOLDS, 
SILLS, SADDLES—Wide 
range of designs—all pre- 


deat ; 

wags axipatsitici sabia 

aR 
ae el aS 


q 


cut ready for installation 
LINOLEUM BINDING AND 
EDGING—Brass, aluminum 
or stainless steel—in clear 
plastic packages (12’), or 


a B 
75° lengths. A 
GP a CASE-TITE’’ SNAP-ON 
“i WEATHERSTRIP—For metal 
r casements. No nails or 


screws needed. Comes in 
6’ lengths (bulk) or in cut 
sets. 


METAL AND FELT DOOR 
SWEEPS—Choice of 
materials—3 metals, 
2 colors, 2 felts. 


ORDER FROM YOUR JOBBER TODAY 
OR WRITE FOR CATALOG 


National Metal Products Co. 
2 Gateway Center, Pittsburgh 22, Pa. 
Want more facts? Circle 135, p. 81 
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BUYING CHECK LIST. 


Want more details? Just circle item number on p. 81 


takes up less than 8 sq feet of 
space. Comes with nonskid, rubber 
casters and can be used inside or 
outdoors, on or off the stand. It is 
made of tubular steel and tested 
to withstand 250 lb. Retails for 
$29.95. Hopkins Mfg. Corp., Dept. 
HA, 428 Peyton St., Emporia, Kan. 


Item 58 
Metal tubing cutter tool 


Automotive mechanics, plumbers, 
electricians, and maintenance men 
are traffic for Proto’s tubing cutter 


No. 350. It handles metal tubing or 
conduit from 4% to 1% in. The 
screw and alloy frame and alloy 
steel blade give clean, fast cuts. The 
roller anvil has a special groove for 
cutting next to flared tubing ends. 
A retractable reamer blade is 
mounted on the frame. Also avail- 
able is a flaring tool with slip-on 
yoke, the No. 351. Proto Tool Co., 
Dept. HA, Box 3519-Terminal An- 
nex, Los Angeles 54, Calif. 


Item 59 
Lightweight shrubbery rake 


Stanley’s 1960 line of lawn and 
garden tools includes a lightweight 
shrubbery rake, No. LR 82, for re- 
moving leaves and twigs from 
flower beds and shrubs. It has a 
74% in. sweep and is lightweight. 
Six flat spring-steel tines are oil- 
tempered. Head and tines are fin- 
ished with steel-blue enamel. This 
rake is useful in spreading com- 








¥ 


post, peat moss and manures around 
shrub and tree roots. Retails for 
$1.65. Stanley Tools Div., Stanley 
Works, Dept. HA, New Britain, 
Conn. 


Item 60 
Concentrated plant food 

Here’s a Stim-U-Plant liquid 
plant food that also serves as a 
starter solution. The 11-12-15 plant 
food is concentrated. A half tea- 
spoonful makes a quart of feeding 





solution for house plants, garden 
vegetables, shrubs, roses, and other 
plants. Comes in a green and white 
bottle priced at 39¢ for four ounces 
and 69¢ for eight ounces. Stim-U- 
Plant Laboratories, Inc., Dept. HA, 
Columbus, Ohw. 


Item 617 
Pivot hardware and shelves 


This set of revolving full circle 
and corner shelves and hardware 
made by Washington Steel is easy 
to install in new or existing cab- 








inets. A template comes with each 
set of hardware and illustrates in- 
stallation of the bottom bearing 
plate. These shelves are finished in 
Coppertone. Packaged sets of re- 
volving pivot hardware and shelves 
are available in 20 and 34 in. sizes 
for corner shelf units and in 18, 20, 
24 and 27 in. for full circle shelf 
revolving units. Washington Steel 
Products, Dept. HA, 1940 E. 11th 
St., Tacoma, Wash. 


Item 62 
Shower head extension pipe 
This Bubble Stream Swivel-Arm 
shower head extension features a 
12 in. chrome-plated brass exten- 
sion pipe with swivel-action ball 
joints at both ends. Bubble Stream 
Model No. 302 Aerating shower 


Mr. Wholesaler: 


PAPER WORK GOT YOUR HANDS FULL? 


Buy Tacks, Nails from One Source 
.-- Increase Your Profits up to 5% 


Even if you had eight arms it couldn’t be easier. With the compre- 


head is sold with the Swivel-Arm hensive Atlas line you have one order, one invoice, one shipment, 


unit or alone. The head is made of b d ; 
brass and threaded to fit standard one brand to inventory. 
4-in. shower pipes. The Swivel- ; 
Arm ensemble lists at $6.95. The As a matter of fact, Atlas’ broad line of tacks, nails, brads, rivets, 
Swivel-Arm alone retails for $3.95. staples and kindred items is equivalent to about a dozen scattered 


The shower head alone is $2.96. suppliers. By using this single source, you save 11 extra transac- 
Wrightway Engineering Co., Dept. | , ; , ;, 

gp | 2 and this saving of time and work can actually increase your 
HA, 339 W. 112th Place, Chicago tions and 5 y y 


28, Ill. | profits as much as 5%! 





It’s no accident that Atlas products have 
been standard of the industry since 1810. 


| . With the Atlas line you get top quality 
: ae anne styles ave inciuded in at competitive prices, ‘family’ packaging, 
Yeoman’s line of Yo-Ho Super- wie) b 8 | 
Sharp garden hoes. Each hoe is : and appealing, self-selling displays to say 


hand-sharpened to a knife-like edge | nothing of increased profits! 
and a mirror-smooth finish. The 


line is unconditionally guaranteed 


and the guarantee is attached to 
all tools. Yeoman & Co., Dept. HA, TACK 
Monticello, Iowa. 
CORP. 
| ® 


item 63 
Nine garden hoe styles 





Turn to p. 96 for new cost saving FAIRHAVEN, MASS. ® HENDERSON, KY. 


Want more facts? Circle 136, p. 81 
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store and warehouse equipment. 
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The safest, strongest and 
lightest weight aluminum 
ladders made for heavy duty 
industrial and household 
use—in step, stool and 
extension styles. 

Sell the complete and entire 
profitable Rich Ladder Line! 
Wood and aluminum 
ladders, scaffolds, and stools 
for Home, Industrial and 
Marine use 


Write for free catalogs. 


HOWARD B. RICH, INC. 


P. O. BOX 120 


CARROLLTON, KENTUCKY 
Want more facts? Circle 137, p. 81 
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BUYING CHECK LIST 


Cost Saving Equipment For Store And Warehouse 


Keep posted on this new cost saving equipment for store 
and warehouse. For more details circle number, p. 81 


Item 64 
Plumbing supplies gondolas 
Two new Heller gondolas dis- 


play plumbing repair parts, bolts 





and other small merchandise. These 
gondolas have adjustable shelf 
brackets, removable bins and light 
metal drawers. Gondola No. FW38- 
B is 3 ft wide, 8 ft long, 58 in. high 
and priced at $260.20 with all ac- 
cessories. Gondola No. FW35-B, 
priced at $182.90 fully equipped, is 
3 ft wide, 5 ft long and 58 in. high. 
W. C. Heller & Co., Dept. HA, 
Montpelier, Ohio. . 


Item 65 


Paper shredding machine 

Here’s a new paper shredder 
with a 400-lb capacity of newspaper 
stock per hour. It can be adjusted 
to deliver three shred widths and 
destroys confidential office papers 
or converts waste paper to pack- 





ing material that can be baled and 
sold. It is 18% x 25 x 28% in. and 
has carrying handles. Industrial 
Shredder & Cutter Co., Dept. HA, 
S. Ellsworth Ave., Salem, Ohio. 


Item 66 
Manual colorant dispenser 


You can set up a low-cost manual 
bench model colorant dispenser in 
only 24 x 24 in. of space with this 
Dispens-A-Color Matchmaker 
Model 400 unit. Its 12 canisters 
with 1% qt capacity provides un- 
limited color combinations for all 
types of paint. Model 400 is avail- 
able in any increments for all color 
systems. Sales aids include a Mas- 
ter Color Counter Book with more 





than 1000 colors. It weighs about 
115 lb, is made of steel and is easy 
to use. Sepe Bros., division of 
Rocket Jet Engineering Corp., 
Dept. HA, 408 S. Varney St., Bur- 
bank, Calif. 


Item 67 
Kits of display materials 

You can set up hundreds of dis- 
play variations with the Polyvog 
basic display kit, composed of vari- 
ous shaped glass leaves.. These 
leaves attach to a sectional cylinder 
to form multiple display combina- 
tions. Three kits range from a 
12-pe basic set to a 38-pe selec- 








tion. Tempered glass leaves come 
in round, square and rectangular 
shapes from 10 x 10 in. to 10 x 60 
in. Polyvog Corp., Dept. HA, 142 
Beverly Rd., Hawthorne, N. J. 


Item 68 
Lightweight utility truck 

Here’s a lightweight, low cost, 
steel utility truck that’s easy to 
handle. The Fairbanks Mitey 
Handy utility truck incorporates 
a load-easing stair climber onto a 
one-piece frame. The frame has a 
handle that can be held or moved 











with one hand. 
aid handling of round or square 
objects. Its upright position allows 
bringing the truck’s 8 in. nose plate 
extra close to the load. Comes with 
semi-penumatic wheels in 6, 8 or 
10 in. sizes. All models have 46 in. 
long handles and 14 in. wide 
frames. Fairbanks Co., Dept. HA, 
3893 Lafayette St., New York, N. Y. 


Item 69 


Structural system catalog 

This 20-page catalog presents 
Reflector Hardware’s Wallmaster 
floor-to-ceiling structural systems. 
The catalog illustrates new appli- 
cations for converting floor area 
into mobile merchandising wall sec- 


tions and free-standing displays. | 
Five new systems for display or | 


light, medium and heavy-duty mer- 
chandising are illustrated. 
of the 


Pages 


Corp., Dept. HA, 1400 N. 
Ave., Melrose Park, Ill. 


25th 


PHPPPPPLEPLLEPPPLLELOPGLEOLOLECELEER 
Turn to p, 98 for 


new aids to help you sell better 


a listing 


Curved crossbars | 


Wallmaster Catalog No. | 
WM-9 are 11 x 16 in. and printed | 
in two colors. Reflector Hardware | 


of 


DAWN of a NEW ERA 


in Mela ofits 





























—a— 





A New Look in Melamine Dinnerware 
SUPPORTED BY 2 
A New Concept in Melamine Dinnerware Merchandising 





‘ume brings you a brand new line — Lifetim : 
your prestige customers — Widens your market — New rim-shape plates 
New Design cups, platters, serving dishes — Lavish decoration — Four new 
patterns. Be sure to see Lifetime Prestige at the Show. 


: ctliume brings you a 1960 “Profit Program” — Controls your stock — 

Gives you fast turnover — Stimulates sales — Provides big promotions 

Generous sales aids. For more details make the Lifetime Booth a must’ stop 
at the Show. 


e Prestige. Styled for 





HOUSEWARES SHOW 


CHINA & GLASS SHOW 
Booth 361 — 363 
Atlantic City, Jan. 3 to 8 


Booth C.295 
Chicago, Jan. 11 to 15 





THE WATERTOWN MFG. CO., 175 Porter St., Watertown, Conn. 


| Want more facts? Circle 138, p. 81 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 81 for your copy 


ITEM 87 PROTECTIVE COATINGS 
MANUAL — A comprehensive trea- 
tise on rust and corrosion control 
by protective coatings. Highlight 
of the 38-page manual is the Rust- 
Oleum New Color Horizons System 
of special primers and top coatings. 
A gate-fold spread shows 67 color 
standards in the system. Five 
other systems, including the Water 
Resistant and Wire Fence Roller 
Coating systems, are in the 8% x 
11 in. manual. Includes 76 applica- 
tion photographs in color and 110 
color chips. The special technical 
data section offers information on 
surface preparation, application 
techniques, how to estimate gallon- 
age for various shaped items, a 
glossary of terms and other data. 
This 1960 catalog, form number 
259, is printed in four colors and 
has a varnished cover. Rust-Oleum 
Corp., Dept. HA, 2799 Oakton St., 
Evanston, Ill. 





ITEM 88 ORNAMENTAL RAILING 
CATALOG—4-page bulletin describes 
the Locke Easyfit adjustable 
wrought iron railing and columns. 
The 2-color catalog illustrates 
Kasyfit designs available for in- 
side or outside application. Locke 
Mfg. Co., Dept. HA, Lodi, Ohio. 








ITEM 89 GARDEN HOSE LITERATURE 

Plasti-King rubber and _ plas- 
tic garden hose line is described. 
The complete line comes packaged, 
pre-priced, and with the manufac- 
turer’s guarantee attached. Garden 
Hose Div., Cleveland Rubber & 
Plastic Co., Dept. HA, 4120 E. 104 
St., Cleveland 5, Ohto. 





ITEM 90 FLOOR SWEEP DISPLAY 
DEAL Folder describes Oxco’s 
Floor Sweep Display No. 2 and 
special assortment deal. The all- 
metal floor display is free with the 
purchase of an assortment of 
sweeps that retail dt $74.21. Il- 
lustrates the 20 best selling sweeps 
in five styles available as stock for 
the display. Prices range from 
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$2.89 for the 14-in. Regent floor 
sweep for household use, to $6.35 
for the 24-in. Challenger sweeps 
for commercial use. Ox Fibre 
Brush Co., Inc., Dept. HA, Fred- 
erick, Md. 





ITEM 91 SELF-LOCKING PIPE HANG- 
ERS—Describes the © self-locking, 
one-piece Auto-Grip pipe hanger. 
The 4-pager outlines the hanger’s 
efficiency and other selling points 
and gives dimensional data for sup- 
porting pipes from '% to & in. 
Auto-Grip hangers come zinc- 
coated or copper plated. Auto-Grip 
Div., Automatic Sprinkler Corp., 
Dept. HA, Jones & Brittain Sts., 
Youngstown 1, Ohio. 





ITEM 92 12-PAGE FISHING HAND- 
BOOK — Bronson’s Fishing Hand- 
book is free to dealers in quantity. 
[It includes tips from experts on all 
types of fishing. One section has il- 
lustrated instructions on how to 
use spin casting a spinning 
equipment. Also feat! 1 are the 
most popular Bronson ivels. The 
handbook can be used as a direct 
mail piece or counter give-away 
item. Bronson Reel Co., Dept. HA, 
Bronson, Mich. 





ITEM 93 VINYL WALL BASE PAM- 
PHLET—Profusely illustrated leaf- 
let gives step by step instructions 
on how to install Kencove viny! 
wall base. The wall base is used to 
close gaps between walls and floors. 
Comes in eight colors. Artist’s 
sketches show installation proce- 
dure. Kentile, Inc., Dept. HA, 58 
Second Ave., Brooklyn 15, N. Y. 





ITEM 94 METAL ROOM DIVIDER BRO- 
CHURE—Gives decorating ideas for 
using Modu-Flex metal room di- 
viders in almost every room in a 
house. The brochure, called Divide 
and Store, describes the contempo- 
rary dividers which have wall 
board panels, and sliding doors in 
two color combinations. A dealer 
price list is included with the 


Metal Div., Flexsteel 
Inc., Dept. HA, Du- 


literature. 
Industries, 
buque, lowa. 





ITEM 95 1960 POWER MOWER BRO- 
CHURE—The 1960 line of Mow- 
Master power mowers called the 
Customerized line is described. 
This brochure, in color, covers the 
featured model in the line, a 22-in. 
budget priced mower with a 2'4-hp 
Briggs & Stratton engine and fin- 
ger tip controls. Also covered are 
standard, deluxe and self-propelled 
models. Propulsion Engine Corp., 
Dept. HA, S. Milwaukee, Wis. 





ITEM 96 CHARCOAL GRILL CATALOG 
-——This 8-pager describes the com- 
plete Royal Chef charcoal grill line 
and accessories. Selling features 
of the grills are given and illus- 
trated in detail. The colorful 8% x 
11 in. catalog also describes a spe- 
cial bonus gift the dealer can of- 
fer customers. A price list is in- 
cluded with the catalog. Chatta- 
nooga Royal Co., Dept. HA, Chatta- 
nooga 6, Tenn. 





[ITEM 97 RIDING MOWER LITERATURE 
—Porter-Cable’s Mark 24 Sub- 
urban Rider riding mower is de- 
scribed in this literature. Details 
of the rear-engined rotary unit are 
given in full. Information is also 
given on the group of low cost at- 
tachments available for the Mark 
24. Porter-Cable Machine Co., 
Dept. HA, Syracuse, N. Y. 





ITEM 98 WOOD SHELF KIT LITERA- 
TURE—A catalog, dealer price list 
and consumer literature samples 
are available about the new Dennix 
line of adjustable, ail-wood shelf 
kits for home craftsmen. Kits are 
priced according to contents. A 2- 
shelf kit sells for $7.10 unfinished 
and $10.30 in walnut or _ blond. 
Dennix Products Co., Dept. HA, 
33-04 Downing St., Flushing 54, 
N.Y. 





ITEM 99 MAILBOX CATALOG SHEETS 
—Catalog sheets covering the 1960 
line of Fulton mailboxes are in 
color. A new copper metallic finish 
is available on several of the 1960 
boxes. Newspaper mats, reproduc- 
tion proofs and glossy photographs 
are also available for dealer promo- 
tion. Patent Novelty Co., Dept. 


HA, Fulton, Il. 











SELL MORE TACKS 


AND RELATED 
ITEMS 














ts WE 


iat 
a me is has 
| the 
complete 
line 


be 


(22 bed be Tacks, Staples, 
Can sem a ES Double Points, 


fo, pe 12. [e |e) Wire Nails & Brads 








display racks iree! 


You know that people who need Tacks always buy related items, hammers, cutters, wire and screen. Make 
it easy for them. Keep your Tack stock orderly and out in front! The new Cross ACTIVE SILENT SALESMAN 
DISPLAY is designed to stand as an easel or hang on peg board. Wonderful for self-service. No deals required 
— get as many as you need. Order only the sizes of Cross Tacks, Staples, Double Points, Wire Nails and Brads 
that you require. Cross has the complete line. Ask your jobber. 


W. W. CROSS & COMPANY JAFFREY, N. H. 
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CASH IN ON NAFi 
PREMIUM PROMOTION 


Silicone Treated Scorch Resistant 


IRONING BOARD COVER 


with every purchase of 


AIR LIET FATIGUE MAT 


e Fibre Face 
¢ Plastic Bound 








Tie-in with big Air Lift Bonus Offer: 

' Act Now...ask your local jobber or write us for full details 

* Non-Skid Safety of promotion and samples of “SELL ON SIGHT’ AIR LIFT , . 
FOAM RUBBER FIBRE FACE FATIGUE MATS offered in a So 












variety of decorative designs . . . multi-colors, Available in |. SHAPIRO, Req'd. 
4 sizes. 101 uses assure “‘year round sales’ 8-Duluth St. West 


Montreal, Que. 





WRITE US FOR SAMPLES AND COLOR CHART, 





\ 
WANTED: => dei MO -1 1h, ae -1 10] 0 Olona) = 


Representatives Foam Rubber 
O2aACLoOr _ TRENTON DIVISION 


for protected 





territories , 
1980 EAST STATE STREET. TRENTON 1, NEW JERSEY 
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BRAND NEW 
magic 


SALE! 
8 fast-selling 
as \ packaged 
tools! 
















a 





ant Book 
PROFIT 
MAKERS 


Oi a T-ot am 20) 0 | ae) colel ae ale ma -melae|-14 






No. P-69 Merchandiser 


8 different individually packaged tools and tool 
sets. All $1.00 values: retail, 6%¢. Utility knives, 
saws, hex key sets, screwdrivers, files, mallets—4 
of each . 32 pieces attractively boxed in a 
profit-making self-service display carton. Keep it 
filled and near your register—then just watch 


them sell. 
ORDER or RE-ORDER TODAY! 


today. Bare spots lose 
sales! Ask:your jobber for 
other famous Fuller 
self-service money-makers. 


i 
' 
! 


TO Oo L O., | ay i , World's mandi 


at | Producer of Unbreakable 
’ 3522 Webster Avenue, New York 67 Amber Handle Tools 


Fuller Products are made in U.S.A., England and other countries, of the highest quality materials, by skilled 
craftsmen. .. designed for service... and rigidly inspected to preserve Fuller Quality and Reliability. 
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SELLING 
IDEAS 


How to survive and make 
money in hardware is subject 
of 32 p. Store Managers’ 
Guide. Gives useful figures 
on store sales, bankruptcy 
rates, etc. Send 25¢ for a 
copy to Reader Service Dept. 


Start a profitable Rental Busi- 
ness. 12 p. reprint tells what 
to rent, how to set charges, 
customer agreements, book- 
keeping forms, and _ other 
information. Send 25¢ to 
Reader Service Dept. for 


your copy. 





“symbol of the most exciting 
new development in equipment 


for outdoor living. 


BOOTHS 860-862 


National Housewares Show, Chicago 


EVEREDY 


The Everedy Company, Frederick, Md. 


HARDWARE AGE 





Chestnut.& 56th Sts., Philadelphia 39 
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How to plan your trip 


to Housewares Show 
(Continued from page 73) 


Dealers who promote housewares 
more emphatically in the 60’s will 
find that they have a sales winner 
for young newlyweds. 

Accordingly, the 32nd National 
Housewares Manufacturers Assn. 
exhibit at Chicago’s Navy Pier and 
adjacent Drill Hall takes on new 
meaning this year. It is the thres- 
hold for expanded activity in house- 
wares and related lines. It offers 
the first look at manufacturers’ de- 
signs and selling concepts for the 
boom decade just beginning. 


The future is up to you 


How about you? Are you think- 
ing and planning big for the 
1960’s? If you’ve been too busy to 
do much advance planning, plan to 
cover the show in greater depth 
than ever before. Go early, stay 
late, and look and listen hard. 

The new products and selling 
ideas beamed at the youth market 
will alert you to the importance of 
the next 10 years. But a boom in 
marriages does not necessarily 
mean your housewares’ volume will 
rise automatically. You will have to 
pitch in and fight for sales in this 
widening market, for every market 
expansion brings a growth in com- 
petition. 

How will you get started? How 
will you make the housewares show 
pay off? 


Learn what sells 

Suppose you are newly married 
and getting settled in a small! house 
or apartment. What housewares 
would be first on your list to make 
your new home comfortable, pretty, 
and more efficient? You can list 
dozens of items. Such a list has 
been made up for you by a con- 
sumer magazine read by young 
homemakers (see p. 47). 

You can use such lists to make 
up a guide of the items you can 
stock in your store. These lists 
help you figure where to concen- 
trate your buying and merchandis- 
ing efforts. Your categories should 
include: kitchen, laundry, bath- 
room, decorating, entertaining, and 

(Continued on page 104) 
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Here's the full-page, full-color 


national advertisement 


Recipe for greater PYREX WARE sales volume: 
Take the fast selling PYREX Decorated Casseroles and add 


that will tell this exciting 


new table-fashion story to 


this exciting new decoration. For most profitable results, mix 


11.700.000 readers 


of February McCall's and 
March Ladies’ Home Journal! | well with prominent display and promotion in your store. 


Corning Glass Works, Corning Nn UY 


Mee gh n2?4 
Aig er es 
balk ai 














Do a golden window display 


on home fashion's brightest theme 


Feature these handsome coordinated casseroles and 


other gold-decorated housewares right from your stock. 


Point up the luxury look—at low prices. 
—of “the golden touch” for Lenten tables, for shower, 


wedding, anniversary, birthday, other gifts. 





Get on the phone to your Pyrex 


distributor with your order today! 








« 
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“JUST A FRIENDLY REMINDER To SUGGEST SCOTCH* 
BRANO MASKING TAPE WITH EVERY PAINT SALE, FILBERT!“ 





“SCOTCH” and the plaid design cre registered trademarks of 3M Co., St. Paul 6, Minn. 


se 
Miienesora [imine ano ]\/fanuracrurine company 
Vv 
+++ WHERE RESEARCH IS THE KEY TO TOMORROW SO 








See there new products and our complete line of kitchen wire goods 
at Space 330, Navy Pier, during January Housewares Market. 


AUEBER COVERED 5 | PIONEER LINE 
AWTS “Vinylite” KUSHION- KOATEO 
-_ WIRE KITCHEN AIDS 


Space Saver “ORGANIZER” 


FOR POT LIDS FOR CLEANING AIDS 













@ Easily fastened to inside of Kitchen Kabinet Door or Wall. 
@ Keeps all pot lids together and orderly. Holds pie tins too. 
@ May be used as a basket for storing paper bags, etc. 


@ Keeps handy all Cleaning aids—powders, detergents, sponge, etc. 


Kushion Koating. Won’t chip, rust, peel, or become sticky. 


Color available—white. 


Retail Price—$1.59 each 


Send for complete Catalogue today or contact our local representative. 





ARTUIRE CREATIONS ING. SUFFERN, Ke 
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. be sure to 


feature the complete money-making Pro-Tex line in 


your housewares department. 


Booths 864-866 


B= Ballonoff ncn: PRODUCTS COMPANY 


.. stock and sell 


these fast-moving Pro-Tex accessory items ® IRON 
a. 


2138 Lee Road ® Cleveland 18, Ohio 





MORE THAN 10 MILLION PRO-TEX STOVE 
AND TABLE MATS WERE SOLD IN 1959! 
And 1960 sales are rocketing upward at a record pace. 
RESTS ¢ BURNER PADS ¢ HOT DISH MAT SETS 
Contact your jobber for the profit-packed Pro-Tex story. 


e Shopper-stopper displays for floor and counter 


e Largest selection of colors, patterns and sizes 
FOR EXTRA SALES——-EXTRA PROFITS. 


PRO-TEX SELLS FASTER BECAUSE 
@ Mats in every price category 


To cash in on this booming market. . 
© Biggest stove mat value anywhere 
e Finest metal and asbestos construction 


See us at the Hovsewares Show 








bought! 


Every 

3.1 seconds 
another 
PRO-TEX 
stove mat 
is 


ay? 
me 


it 
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“symbol of the most exciting 
new development in equipment 


for outdoor livings 


BOOTHS 860-862 


National Housewares Shiow, Chicago 


EVEREDY 


The Everedy COmpany, Frederick, Md. 
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hot 
number: 


DELUXE %& 
JUMBO 
PLASTIC eS 
LINE 
Priced for fast, profitable sales 
at $1.29 to $1.49. Verified $1.98 
retail value, 100-foot, heavy-duty 
steel core clothes line. Guaran- 
teed for two years against 
stretching and sagging. Dries 
fast, stays clean, resists mil- 
dew, colorfast. Packed in sales- 
stimulating vinyl displa 

e, wire, phone N 
catalog sheets, prices, samples. 


ROOM 802 
MORRISON 


te 
drop-lite 
ELECTRIC MFG. CORP 
119 Avenue D, New York 9 © CAnal 8-3370 
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OTHER FAMOUS JACKSON PRODUCTS 


— 4 S77 
1 S 
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WHEELBARROWS 


2-in-2Z 
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\ ay 
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LAWN ROLLERS GARDEN CARTS SPREADER-CARP 





most accurate 
spreader ever! 


Jackson proudly presents to- 
morrow's lawn spreader today! 
The first really new spreader 
concept in 25 years. Combines 
bold modern design with un- 
equalled accuracy. A few of its 
many years-chead features 
include a broad low-silhouette 
hopper, stagger-tooth agita- 
tor, Sure-Set” feed regu- 
lator and “Flick-Eze” 
on-off control. Ask 
your jobber or write 
today for complete 
details about 
Jackson's exciting 
new lawn spreaders, 


Jackson 











WCollUcolaltiaiile MQM Malo] dat iel ico Ml cok 


Oldest and largest wheelbarrow maker in America 
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How to plan your trip 
to Housewares Show 
(Continued from page 100) 


general cleaning and home mainte- 
nance. 


Most manufacturers at Chicago 
will have definite opinions on how 
to display and promote to get the 
young homemaker trade. Many 
manufacturers will help you pro- 
mote through co-op ad money and 
other aids (see p. 50). Many 
manufacturers will introduce new 
products, and packaging and dis- 
play concepts to be beamed to 
young newlyweds. 

Virtually every exhibitor will 
have some new idea, some new aid, 
some new product to help you make 
more money in the peak sales days 
ahead. 


Let your stock question for every 
booth visit at Chicago be, “What 
have you got that will help me 
boost sales in the 1960’s?” You 
will be surprised at the depth of 
planning carried out by manufac- 
turers in preparation for the boom- 
ing 60’s. 


A bold outlook 


Obviously, you won’t be able to 
buy from every exhibitor. It will 
be a tough job to add new lines or 
expand old ones without bending 
your budget. You’ll have to plan on 
studying items that are not carry- 
ing their share of the turnover and 
profit load for re-evaluation as 
staples. 

In the 60’s, it will be wise to 
plan on a studied growth based on 
sales increases, successful promo- 
tions, and cautious optimism. 
Somehow, you will have to stay a 
little ahead of the market, as op- 
posed to a wait-and-see outlook, 
without adding greatly to your in- 
ventory. This is the challenge for 
the 60’s. 

For example, suppose you nor- 
mally stock one line of saucepans 
in three basic sizes. You promote 
them twice a year in mailers. What 
about these saucepans in the next 
year or two? At the show, ex- 
amine saucepans with an eye to 
size, color, style, and multiplicity 
of uses. Ask yourself, “What will 
newlyweds buy? What price will 
sell? How about gift appeal?” 





MAKE 25% PROFIT NOW! 


a $200 to $300 
for Customers 


MODERN MIXER 


it's portable 


Yes, thousands of prospects 
right in your own area will 
be enthusiastic buyers of 
the MODERN MIXER. 
This unit does a variety of 
jobs eliminating the need 
for large bulky mixing 
equipment or hand labor in 
small mixing jobs. 


HUGE WAITING MARKET 


Just look at this goldmine of prospects... 
Homeowners, builders, bricklayers, stone- 
masons, gardeners, farmers, painters... 
dozens of other fields. 






The Modern Mixer is the Quality mixer. 
It is made of 100% all welded steel con- 
struction. Chain and sprocket completely 
enclosed for safety . Many other out- 
standing features. Write for details. 


Modern Mixer comes complete with agi- 


tator, motor and pail $64.95 FOB Pasa- 
dena, Calif. 





MODERN MFG. CO. wu 


160 NO. FAIR OAKS AVE. ¢ PASADENA, CALIF. 
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Kenberry GADGETS 
ARE PROFITABLE 


Sell Fast, Use 
Little Space 


4 (T BENDS 


Display as a family of 
gadgets in one place on 
peg boards or counter 
bins for fastes+ self- 
service sales. Serving all 
Tongs in many sizes, lai cassia’ 
styles. Cheese Slicers. ee 

Jar Wrenches. Deluxe Ofer 
Roast Rack. Skewers on 
In all sizes. Lacing ' 
Pins. Plate Hangers. 
Potato Bake Rack. 
Broom Clips. Food 
Mixers. Beaters. Many 
other gadgets. 


iT WOLDS SND LIFTS 








Senn Gime On FLEX-BLADE LIFTER & TURNER 
Kenherry GADGETS JOHN CLARK BROWN '*<¢ 
Ask your jobber ONE MONTGOMERY ST. J 

or write for list BELLEVILLE 9,N-V. Cnberry GROGETS 
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w ANTED! 
Profitable New Traffic Builelers 


LAST SEEN HEADED FOR JAN. HOUSEWARES SHOW 











Will probably be found near COUNSELOR exhibit 
x * ke k& * 


REWARD: 
NEW SALES FOR YOU! 


By Authority of: The Brearley Co., Rockford, II. 
Want more facts? Circle 150, p. 81 
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SOURCE OF PROFIT! 


PLUMB © SHOP MERCHANDISER racks all the 
chrome-plated flexible copper tubes, valves, 
fittings, necessary for water supply hook- 
ups to kitchen sink, wash basin and toilet. 








SELL YOUR CUSTOMERS WITH... 








“... step over to my plumbing “... select the right combina- 
department.” tion for the job.” 


' 


' 





"... step-by-step directions go “...only Plumb Shop gives profes- 
right along on the job.” sional appearance and quality.” 


FREE MERCHANDISE! 


Five chrome-plated angle valves ($6.95 retail value) 
absolutely free with purchase of elther the #100 or 
#200 Plumb Shop Merchandiser. 















PLUMB >, SHOP © 1959 Plumb Shop 


anes 





PLEASE SEND: HA 


[] Explanatory Folder 
[] Merchandiser #100 (327 pc. asstm’t.)__ $100.72 
C) Merchandiser #200 (122 pe. asstm't.) $43.84 


NAME — 





CITY. STATE —— 














WHOLESALER 
(Do not send payment. Your Wholesaler will invoice you.) 














1341 TEMPLE + DETROIT 1, MICH. 
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Converts waste space into important display area 


Bathroom sundries are big busi- 
ness, the kind that builds a steady 
repeat traffic. 

J. J. Stangel Co., Manitowoc, 
Wis., decided to get more of this 
business. But how te find the 
room for more displays? 

Stangel cut a 4x10 ft panel of 
wallboard to fit behind a flat 
counter display next to a stairway. 
This extra 40 sq ft did the job. 

Former wasted space gave 
enough display area for eight 
models of toilet seats, hose, and 
bright-goods. 

These items sit directly above 
bathroom fittings arranged in 
bins on the flat counter top. Now, 
instead of a counter of fittings, 
Stangel has a bathroom “shop” as 
a lure for more traffic. 

You can convert similarly 
wasted space to productive selling 
area with wall board or perforated 
paneling. 





4+ 


is —-_ 


erful world 


sets the 
scene 
ror sales 


action 


Arvin National Advertising 
will be bigger than ever this year 
—and start earlier! Get set now 
for sales action all year. New 
product lines! New promotion! 


AGE “Wemsenmes MART . Only Arvin gives you this plus-business bonus: a famous family. of finer products, all advertised 
a d Fae Suream Ne Mt together to give you the benefit of related acceptance, related sales! Each Arvin product your 
post 2 wl 5, amy customers see and want—buy and use—helps build desire, acceptance and sales for other mem- 
Pet “alee OF 4 meas , bers of the Arvin family. And remember—you get these sales-building advantages with each 
‘ " Baie @emeeesi§ 26 and every line of the wonderful Arvin world of finer products! 


’ 
. &' >. 14_ J | tam 
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DENNIX 
PLATFORM TY 


Byaiee 


© Attachable Items for the 
+ “Do-It-Yourself” Trade 
create sales for dealers 
with their variety, quality, 


rlalemeelarielaatag Juss spactet 
acceptability. 








33-04 DOWNING STREET & 
FLUSHING 54, N.Y. 


aT ~ ae 
* , . +s 4 

é a + 

Midetsatti ei eed TR crndnccatos a Ae diatitcndillaatas tn PS eee se —_ 
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All 5 Arvin MET-L-TOP ironing Model 40G48 
Tables offer a// these Arvin sales- “CHARKY” GRILL 
gitar Y extras: LOCK TOP design for “no- r 
Cmte) V4 slip” ironing ease, veritilated top 
it ae? and adjustable height! 


orcernee “OL 


*Prices slightly hi her 


Model 200C 
Biue top, gold-toned 
legs. List ea. $7.95.* 


South and Far Nest 








New! Get more to sell more! Arvin's new 
1960 “Charky” Grill line gives you 5 func- 
tn! tion/styled “‘triangular-leg" models with 
Ash about Arvin : extra-convenience features ... plus a 
sensationai new promotional new promotional model to build traffic! 
line of ironing tables! Model 237C Model 10G18 


IT’S SHOWTIME, U. S. A.! See the exciting Radios, Phonographs, Leisure | |] . ARVIN INDUSTRIES. INC. 
new Arvin Grills and Ironing Table lines at the Furniture, Complete Electric € 
Winter Shows . . . Hardware Show, Chicago, 
Spaces 439-51, Navy Pier. Chicago Furniture Mar- 
ket, Spaces 501-2, American Furniture Mart. New 
York Furniture Show, Space 614, 1150 Broadway. and Mufflers | = 


TT. see eens ees. vasnonrenns 
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- Consumer Products 
Heating Systems, Portable Division 


Electric Heaters, Car Heaters 4 COLUMBUS, INDIANA 
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/ agood line 
to ante 





: 


Why have so many building supply and hardware dealers tagged Griffin 
as ““A Good Line to Handle?” 


Because Griffin makes a product builders and architects respect; be- 
cause Griffin offers a complete line of hinges, straps, “‘t’’-hinges, brackets 
and braces; because Griffin prices its product to offer the distributor a 
good profit margin; because Griffin service is exceptionally quick and 
dependable. Write today for complete information and the name of 
your nearest distributor. Griffin Manufacturing Company, 1515 Cherry 


Street, Dept. 20, Erie, Pennsylvania. GRIFFIN HINGES 
Want more facts? Circle 154, p. 81 
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Swinging panels speed 
bulk items’ selection 


Swinging wall panels offer deal- 
ers many display advantages for 
bulk lines. 

Five swinging panels are used at 
J. Oviatt Bowers Co., Tuscaloosa, 
Ala., to: 

(1) Hasten customer selections 
of merchandise they can’t describe. 

(2) Spare salespeople extra 
trips to stockroom to exchange 
merchandise. 

(3) Prevent delivery of the 
wrong stock. 

(4) Avoid searching for mer- 
chandise the company doesn’t stock. 

Several bulky or cumbersome 
types of merchandise are mounted 





together on panels 18x4 in. Dis- 
plays are on both sides of all panels 
but the first panel. This has the 
bulkiest items and is best left 
against the wall. 


The first panel has downspout- 
ing and eavestrough sections. 


The second panels has corner 
and gable flashing, backed by hard- 
ware cloth, expanded metal, heavy 
stock fencing. 


The third panel plus a side of 
the fourth panel offers varieties of 
ornamental fencing. The reverse 
side of the fourth panel holds 
chicken wire and stock fence. 


The fifth panel is topped by a 
square of wood. Eight kinds of 
plain fence wire in different gages 
are stapled to it. Below are three 
types of barb wire, then more 
stock fencing which carries over 
to the final side. 





— —-—------------.----------;-------»=-----e---eee---~* 











Wilson Plastics, Inc. 
P.O. Box 2037 
Sandusky, Ohio 


Gentlemen: 


1 understand that, for a limited time, | will receive 6 free SPIKIE 
SPRINKLERS ($4 74 Retail Value) with each 24 SPIKIE SPRINKLERS | 
purchase. Your offer is too good to miss! 


My Distributor is 


[] Send me the name of the nearest SPIKIE Distributor 
My Name 

Company 

Address 

City 






































LAWN AND GARDEN 


3 


Here’s a product—-a “Natural” thant sells itself 
whenever and wherever lawns and meen w, in 
all sorts of outlets, all over the country. 

want sales saturation—and Mr. Dealer, we she you 
to sell SPIKIE SPRINKLER next. season. So, fe 
a limited time, we'll give you SIX FREE SPIK 
SPRINKLERS with every twenty-four you order. 
For your information, our offer gives 

up of more than 100%. Act now, this 

nitely limited. 


2 : 





y RID CIR CORD C9 RG G7 EF CP CP SEI C29 69 019 SI Ke, A wy 











ars 


P. 0. BOX 2037+ SANDUSK 
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PREMIUM 


HOUSEHOLD MAT! 


13-PIECE 


COPPERTONE 


MEASURING SET 


(Certified Retail Value $2.47) 


PLASTICS 
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Trends in 


Nationwide shows 


survey what’s 


The eighth in a series of semi-annual housewares’ 
surveys was recently completed by the National 
Housewares Manufacturers Assn. 

Thousands of buying representatives and manu- 
facturers were asked to predict sales, prices, and 
colors for next year. 

Survey No. 8 shows housewares in sound condition 
for 1960, and 1959 sales much improved over 1958. 

The predictions and figures that follow were tal- 
lied from replies of 354 housewares manufacturers 
and nearly 1500 buyers, largely hardware-housewares 
wholesalers. 


Buyers 


Question 1. Is your 1959 housewares dollar volume 
more or less than in 1958? 


Answer: 


(Note: Of 1500 buyer replies to the survey, 51% 
were received from hardware-housewares and elec- 
tric housewares wholesalers.) 


Question 2. How much is your sales increase? 


Answer: 
37%, from 1 to 9% 
32%, from 10 to 19% 
20%, from 20 to 29% 
11%, more than 30% 


Question 3. How about color preference in 1959-60? 
Answer: 
1959 (actual) 1960 (predicted) 

White 

DT Weckkeeeeeds a 
Turquoise 


White 
Turquoise 





housewares... 


happening to sales, prices, colers 


Manufacturers 


Question 1. Is your 1959 housewares dollar volume 12-piece 


am 4 9 
more or less than in 1958? imported Continental 


pone oe CASSEROLE SET 


(Certified Retail Value $2.98) 


Question 2. Do you expect prices to rise or fall in 
1960? 


Answer: 


Same 


(Note: 76% of respondents said rises would be from 
1-9%.) 


Question 3. When are most of your products sold? 


Answer: 


Fall 
<tt> $" Guaranteed by 
; ee Good Housekeeping 
Spring — S 80> as sovrerare WH 
Winter 
Summer 


All year 


Question 4. How about color preference in 1959-60? 
Answer: 


1959 (actual) 1960 (predicted) 


se GERING 


PLASTICS 
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Troubled with 


INVENTORY -ITIS? 


Did you ever think that on a 
30% profit basis you have to 
sell the first 9 pieces out of 
each dozen planters just to 
cover your purchase cost? So 
the last three remaining 
pieces represent your other 
costs — and PROFIT. 
And those last three 
pieces are often 
hardest of afi to 
Ta | 





THE CURE! 


Use the Stanford 


Minimum-Inventory Plan! 


It's simple—You can buy just 2 or 3 
each of a large variety of designs, 
styles, colors of planters, ash trays, 
vases, cookie jars, range sets, etc., in 
beautiful highly glazed Stanfordware. 
They will sell faster, your investment 
is less, your capital is kept free, and 
you replace quickly those pieces that 
move fastest. Your nearby Franchised 
Stanfordware Distributor will usually 
supply you in 24 hours or less. You're 
not overstocked, have no breakage 
claims or big freight bills. Write to- 
day for details. 


EVER TRY A 
POTTERY CORNER? 


The wide vari- 
ety of STAN 
FORDWARE 
vases, plant- 
ers, ash trays ore i 
and figurines | 
are beauties, 
and will at- 
tract lots of == ~:. 
attention — 
—and SALES! 
You can dis- | 
play a big va- 
riety in just 
a few square. 
feet. They sell 
“like hotcakes.” Write us today. 





° 





STANFORD POTTERY, INC. 





Creative Manufacturing Potters 


Dept. A SEBRING, OHIO 
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Convention Calendar 





convention 


shows 


conferences 














Convention Check List 





For complete details about the conventions and shows listed below, see the 
alphabetical listing starting on page 86, Dec. 3 issue. The next 
complete listing will be in Jan. 14 issue. 


January 


3-4 Witte Hardware Corp., Dealer 
Show, St. Louis 

3-5 Ace Hardware Corp. Conven- 
tion & Exhibit, Chicago 


11-13 Minnesota Retail Hardware 
Assn., Minneapolis 

11-15 National Housewares Exhibit, 
Chicago 

17-19 Illinois Retail Hardware Assn., 
Sprinafield 

17-19 Texas Hardware & Implement 
Assn., Dallas 


17-20 Weed & Co., Blue Chip Dealer 
Merchandise Show, Buffalo, N.Y. 
18-20 Western Retail Implement & 
Hardwere Assn., Kansas City 


Mo. 

18-21 Worth Hardware Co.. New 
York, Four Spring Garden 
Clinics to be held: Jan. 18. 
N. Y.; 19, N. J.: 20, N. J.: 21. 
N. Y. 

20-21 Supplee-Biddle-Steltz Co., Lown, 
Garden and Outdoor Living 
Show, Philadelphia 

24 Conron, Inc., Danville, Ill. & 
Davenport, lowa combined 
dealer show 

24-25 Oklahoma Hardware Co., Spring 
Market, Oklahoma City 

24-26 Albany Hardware & Iron Co.., 
Dealer Show, Albany, N. Y 

24-26 Buh! Sons Co., Detroit, Spring 
Dealer Show at company ware- 
house display room 

24-26 Hibbard, Spencer, Bartlett & 
Co., Merchandise Show & Con 
vention, Evanston, Ill. 

24-26 Intermountain Assn., of Hard- 
ware & Implement Dealers, Salt 
Lake City 

24-26 North Coast Retail Hardware 
Assn.. Portland, Ore. 

24-26 Geo. C. Wetherbee & Co.., 
Detroit, Michigan Spring Dealer 
Show and Garden Supply Ex- 
hibit at Light Guard Armory 

25-26 American Hardware Supply Co.. 
Annual Merchandise Fair & 
Stockholders Meeting Pitts- 
burgh, Pa. 

25-27 United Hardware Distributing 
Co., Annual Convention & 
Spring Merchandise Show, Min. 
neapolis, Minn. 

26-27 Indiana Retail Hardware Assn. 
Indianapolis 

26-27 Van Camp Hardware & Iron 
Co. Spring & Summer Merchan- 
dise Show, Indianapolis 

26-28 Missouri Retail Hardware Assn.. 
St. Louis 

26-28 Mountain States Hardware & 
Implement Assn., Denver 

27-28 George Krause Hardware Co., 
Annual Dealer Show, Lebanon, 
Pa, 

30 to Louisiana-Miss’::'>pi Retail 

Feb. 2 Hardware Assn., Baton Rouge 
La. 

31 to Frankfurth Hardware Co., Mer- 

Feb. | chandise Clinic & Show, Mil 
waukee 


31 to Wisco Hardware Co., Annual 

Feb. 2 Merchandising School & Sales 
Show in cooperation with Uni- 
versity of Wisconsin School of 
Commerce 


February 


1-2 Wisconsin Retail 
Assn., Milwaukee 

2 Warren M. Koons, Inc., Phila- 
delphia, Dealer Show & Clinic 
at Geo. Washington Motor 
Lodge, King of Prussia, Pa. 

2-5 lowa Retail Hardware Assn., 


Hardwore 


Des Moines 

5-7 Home Improvement Products 
Show, Chicago 

6-8 Tennessee Retail Hardwore 


Assn., Nashville 
7-9 Oklahoma Hordware & Imple- 
ment Assn., Oklahoma City 
7-9 Our Own Hardware Co., Con- 
vention & Merchandise Show, 
Minneapolis 
7-9 Virainia Retail! Hardware Assn., 
Virginia Beach 
7-10 Ohio Hardware Assn., Cleve- 
land 
10 Connecticut 
Bridgeport 
C. Y. Schelly & Bro., Inc., An- 
nual Spring Preview & Mer- 
chandise Show, Allentov., Pa. 
14 —E. Rabinowe & Co, Open 
House & Merchandise Exhibit, 
Yonkers. N. Y.: also on Feb. 28 
at Middletown, Conn. 


Hordwore Assn.., 


9-1 


14-15 Arkansas Retai| Hardware 
Assn., Little Rock 
14-16 California Retail Hardware 


Assn. Western States Hard 


ware-Housewares Show, San 
Francisco 

14-16 Kentucky Retail Hardware Assv., 
Louisville 

14-16 Nebraska Retai| Hardware 
Assn., Lincoln 

14-16 Tri-State Hardware & Imple- 


ment Assn., Amarillo, Tex. 
15-17 Pennsylvania & Atlantic Sea- 
board Hardware Assn., Harris- 
burg, Pa. 
16-18 Michigan Retail 
Assn., Grand Rapids 
20-22 New England Hardware Deal- 
ers’ Assn., Boston 
21-23 Alabama Retail 
Assn., Birmingham 
21-23 Northern Wholesale Hardware 
Co., Portland, Ore. Annual 
Convention & Merchandise 
Show at company offices 
21-23 Pacific Northwest Hardware & 
Implement Assn., Portland, Ore. 
21-23 West Coast Hardware & House- 
wares Show, Los Angeles 
21-23 West Virginia Hardware Assn., 
Parkersburg 
23-25 Hardware Assn. of the Caro- 
linas Hardware & Housewares 
Show, Charlotte, N. C. 
29 to New York State Retail Ward. 


Mar. 2 ware Assn., Syracuse 


Hordwore 


Hardware 

















Satins wt eaten hve we m. : See = 
Typical Roto-Rack item. 





me 


DO IT YOURSELF WITH- 
Slandard HARDWARE 




















“STANDARD” carded hardware 


Today, more than ever, it pays to sell “‘Standard’’, the original carded 
hardware complete with screws. 

The popular priced “STANDARD” line of fast-selling carded items is 
the broadest line available from a single source . . . enables you to save time and 
money by consolidating your purchases .. . ideal for self-service and allows 
larger, more effective mass displays of same line merchandise. “STANDARD” 
offers, free of charge, colorful self-service displays which will increase impulse 
sales, turnover, and your profits. 

Ask your Wholesaler Salesman today about the “Standard”? Roto-Rack 
and its 41, full profit, fast-selling basic stock items. A-2424 


The “Standard” Roto-Rack Contains 396 cards (in 3 colors) 
of 41 fast-moving items. 


Barrel Bolts Hinge Hasps Other “Standard’”’ Products . . . Ventilating Door 

Closet Rod Holders Safety Hasps Guards, Screen Door Latches, Sash Hangers, Door 

Safety Window Butt Hinges Stops, Door Holders, Cupboard Sets, Screen Door 
Locks Strap Hinges Sets, Cupboard Hinges, Loose Pin Hinges, Toilet 

Sash Locks Tee Hinges Paper Holders, Floor Hinges, Jamb Plates, Coat 

Sash Lifts Cabinet Hinges and Hat Hooks... 

Door Pulls Cabinet Knobs 

Screen Hangers & Pulls 

Turn Buttons Friction Catches “Standard” carded hardware meets 

Corner Braces Cupboard Catches Turnover Handbook recommendations! 





Mending Plates Cupboard Turns 


SHELBY METAL PRODUCTS COMPANY ¢ SHELBY, OHIO 


Originators of carded hardware complete with screws. 
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CONSUMERS 
DEMANL 





CLOSE WEAVE NYLON TIRE-CORD 
REINFORCED GARDEN HOSE 
Guaranteed Not To Burst! 





< 
- %, 
= 1/2 INCH INSIDE DIAMETER % 
a 


GERING 


SUPER STRENGTH CLOSE 3m 


“ae FAMOUS SUPER MIRROR FINISH 
or GARDEN HOSE 


ee eed 


So Guus © ome .ae 








ADVERTISED IN 


nish CS et 


cuwenl Ot or re 


S” Guaranteed by © 
Good Housekeeping 
Cor 


ah 
AS Apventistd WHE 


VISIT BOOTH No. 360-362— NAVY PIER 
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..QUALITY 


and get it with every GERING Brand! 


In GERING Brands quality shows, quality pays off! Rec- 

ord high ’59 sales prove once again that wide consumer 

acceptance of GERING Brands brings highest sales, great- 

est profits and builds satisfied customers for the future! Sales Way Up! 
There’s strong sales ahead for you, too—just stock the “STAY-FRESH" PACKAGING 
GERING Brands. You’ll be re-ordering soon! 





Sales Way Up! 
LPA BOOSTER INGREDIENT 


Saies Way Up! 
GUARANTEE SPELLED OUT 


» 


3-TUBE SPRINKLER HOSE 
WITH EXCLUSIVE WHITE 
STRIPE SPRAY GUIDE 





? 


* Z g LAWN SOAKER AND SPRINKLER 
SOAKS AND SPRINKLES 
SIMULTANEOUSLY 





Praca < Pei, Se ae era rin = a \ el 
* ; ea 
Rn 4 SP Pine ty ne 
Ses = 


division of Studebaker-Packard Corp., Kenilworth, N.J. 


A brand for every need..a hose for every pocketbook. Write for full particulars on the line for 1960! 
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JEFFERSON 


is your 


ONE-STOP SOURCE 


for 


SCREWS, NUTS 
AND BOLTS 


for Every Industry! 


STEEL © BRASS 
COPPER © NAVAL BRONZE 
SILICON BRONZE 
STAINLESS STEEL 
MONEL ¢ ALUMINUM 








Industry's Easiest-to- 
Use Catalog places all 
your Fastening needs at 
your fingertips! Large, 
clear listings, helpful 
illustrations. Use your 
Jefferson catalog today 
and every day. Additional 
copies free on request. 


SS 


© Jefferson's Service Desk speeds 
your mail, phone or telegraph order 
to our stockroom within minutes 
after it arrives . . . for same-day 
shipment of most orders. You can't 
beat Jefferson service — anywhere! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N. Y. 
$Pring 7-8400 
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How’s the Hardware Business? 





National Retail Merchants Association charge 
government interference with private retailers 


The federal government is mak- 
ing life pretty tough for hardware 
dealers through loose policies and 
a lax attitude in several areas. In 
fact, according to John C. Hazen, 
vice-president for government, Na- 
tional Retail Merchants Assr., the 
federal government has become a 
“ruthless competitor” of the re- 
tailer. 

Mr. Hazen cites three areas 
where hardware dealers are being 
hurt by government interference 
or laxity. 

The first is the military store. 
Mr. Hazen charged that the mili- 
tary store no longer carries just 
items of convenience or necessity, 
but have grown to full blown stores 
with mark-ups as low as 7 percent. 
Mark-ups that can murder any re- 
tailer in the area. 

He also questions why “269 mili- 
tary stores are doing a volume of 


$400 million annually, and why $17 
million in taxpayers’ money go to 
pay the salaries of 65,000 people 
working as clerks in these stores.” 

Another area of governmental! 
interference is the Federal Hous- 
ing Administration. He charged 
the FHA has expanded beyond its 
scope as a stabilizing force in the 
home mortgage market. 

“Everything the new home owner 
needs, or thinks he needs, is sold 
to him and placed under the mort- 
gage to be paid over a 30 year pe- 
riod.” 

Mr. Hazen called the co-ops a 
“form of unfair competition which 
has been nurtured by our federal 
government by a gimmick in the 
present tax structure.” 

Mr. Hazen urged all retailers to 
support this fight, and make their 
positions known to legislators while 
home from Washington. 





industrial supplies, 
machinery orders dip 
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New orders for industrial sup- 
plies and machinery declined 1.4 
percent in October from those 
placed in September, reports the 
American Supply & Machinery 
Manufacturers’ Assn. 

The new order index dipped three 
points to 204 in October (July 
1948 = 100) the lowest point since 
last February when the indicator 
was at 202. 


Wholesalers’ sales dip 
slightly in October 


October sales for hardware 
wholesalers were $216 million, 
down 1 percent from September, 
but even with sales for October a 
year ago, reports the Commerce 
Dept. 

Sales for the first 10 months of 
1959 were $2,001 million, up 10 per- 
cent from the like period in 1958. 

Inventories at the end of Octo- 
ber were 6 percent higher than at 
the end of October a year ago, but 
down 3 percent from September 
this year. 


Business failures down 


Business failures for the week 
ended Dec. 3 were 261, or seven 
less than recorded for the previous 
week, and also 33 less than for the 
same week a year ago, according to 
Dun & Bradstreet, Inc. Business 
failures to date are 13,488, down 
1,040 from the same period in 
1958. 








Consumer Mailers 


New Wholesalers’ Aids 
for Dealers’ Use 





Pro Hardware circular 
features "1 Cent Sale" 


A midwinter “One Cent Sale” 
circular will be prepared for dis- 
tribution by 15 wholesalers who 
are members of Pro Hardware, 
Inc., an affiliate of Cosgrave & As- 
sociates. 

The circular is an eight-page 
tabloid-size mailer, printed in four 
colors. It features some 48 sea- 
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. Serving Trays with a Flair! 
Me 3 | The newest in ‘‘Lustre-Bright”’ 
brass plated serving trays, 
, ‘ “a Eee are ae with stain-proof wood- 
"2 pm. Me “tecTRic “DRILL === = | grain inset. 
| 
| Yes, Artistic always leads the way, always 
ready with housewares and giftwares your 
| customers want, year after year— peeeere 
season after season. : Candee 
| ARTISTIC 
aTecs revnmms ' | BOOTH 
apical , | A complete Hi-Fi library at a glance! 1004-06 
2 | Up to 100 LP records protected, easily found or 
sonal and basic items that are pre- filed with this combination floor or table N.H.M.A. Exhibit 
sented in pairs. The second item is Browser Caddy. Navy Pier 
offered for one cent when bought | Chicago 
in combination with the first. 





ne 


Included with the promotion is 
a set of manuals which tell the 
wholesaler where and how to buy 
the merchandise and how to moti- 
vate their salesmen to sell, and 
tells the dealer how to launch a 
promotion. 

An 80 piece store trim kit with 
price cards and ad mats is also 
available. 


REMEMBER: Artistic 

leads the way with newer 

creations... better sales 
. bigger profits! 





Wholesalers using this promo- 
tion are: Buhl Sons Co.; Decatur 
& Hopkins Co.; Heitmann, Bering- 
Cortes Co.; Charles Ilfeld Co.; May 
Hardware Co.; I. W. Phillips & 
Co.; Rose, Kimball & Baxter, Inc 


o> de i | ™ . — Wer Sy 2 Send for complete catalog 
Strevell- Paterson Hardware Co.; L 


W.A.L. Thompson Hardware Co.; — a 


(ern Dept. HA, East Hampton, Conn. 
Whitlock Corp.; Wickliffe Whole- Hal S Al @ 
sale, and M. 8S. Young & Co. | wa i 
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NEWEST MEMBER OF FLAMBEAU’S QUALITY GIFTWARE LINE — 








the exciting |Suiltddon |\ 3-Cup 





Condiment Service Set 





CONDIMENT SET — NO. 1068 


3 gold sparkled yo cups with poly covers 
lbrass-plated rack. Gift packaged. Retail $1.‘ 


N 


Here’s the latest 
item in the 
expanding Invitation 
line. Superbly 
designed — and 
produced in the 
quality-conscious 
manner of Flambeau 
craftsmen. 


Want to add an extra 
| spark to gift- 
| ware sales? Write 
for prices and other 


information today! 


Vv Flambeau PLASTICS CORPORATION, BARABOO, WIS. 


Want more facts? Circle 163, p. 81 








symbol of the most exciting 


N development in, equipment 


r Outdoor living.. 


BOOTHS 860-862 


National Housewares Show, Chicago 


EVEREDY 


Company, Frederick, Me 
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Garden 
Tools 


that capture 
self-service, 
umpulse sales 
with color 
and styling 
by Raymond 
Loewy Assoc. 


A 












| 





DISSTON 4 DIVISION 





H.K.PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY with 14 Divi- 
SIONS including: Thermoid, Delta-Star Elec- 
tric, National Electric, Peerless Electric, 
Riverside-Alloy Metal, Refractories, Connors 
Steel, Vulcan-Kidd Steel, Forge and Fittings, 
Disston, Leschen Wire Rope, Mouldings, H. 
K. Porter Company de Mexico, S.A., and H. K. 
Porter Company (Canada) Ltd. 
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New Wholesalers’ Aids 


(Continued ) 





Bingham mailer builds 
post-Christmas sales 


W. Bingham Co., Cleveland, 
Ohio, wholesaler, is making avail- 
able to its dealers a “Big 8 Sale” 
mailer for after inventory clear- 
ance. 

The mailer is designed to build 
dealer sales in the usually slow 
weeks of January and February. 
It is printed in color and features 
about 50 timely items. All have re- 
tail prices ending in eig*t. 

A 126 piece display «kit is also 
available. It contains window ban- 
ners in Day-Glo colors, big double 
pennants and a set of price cards, 
as well as counter cards which the 
dealer can use to set up special 
“Big 8 Sale” tables. 


Promotions. 


Manufacturers’ New 
Merchandising Plans 


Full color, sound film 
offered by Bestt Rollir 


Bestt Rollr, Inc., Fond du Lac, 
Wis., is offering hardware dealers 
a 27 minute, full color, sound film 
showing the latest roller painting 
techniques. 

The film is being offered by Bestt 
as an educational film to encourage 
dealers to get a bigger share of 
paint sales to the professional 
painter and contractor. 

Entitled ‘Professional Applica- 
tion with Bestt,” the film shows ac- 
tual commercial, industrial, institu- 
tional, residential and marine 
painting jobs across the eountry. 

It is available from Bestt Rollr, 
160 S. Brooke St., Fond du Lac, 
Wis. 














R B & W simplifies fastener 
pricing, nomenclature 
Russell, Burdsall & Ward Bolt & 
Nut Co., Port Chester, N. Y. is 
further simplifying its method for 
pricing and nomenclature of indus- 
trial fasteners. 
According to John §S. Davey, 
(Continued on page 122) 
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Wish 


lyethylene 


ILO N TOW 


2 in 1 combination Drain Rack and Tray 


HOLDS MORE 


Capacity for 18 
plates and all 
dinner service 


HI-SIDES 


for no-splash 
rinsing 


Easy to clean 


Will not break, 
chip or peel 


> 


Y Ps 


Stock No. L-127S 


Here's the latest in convenience for stacking dishes, 


etc. to drain and dry. Brides to Grandma, all 
will “go” for its timesaving features, 


sparkling beauty and GUARANTEED service. 
Trays nest for compact display and labeled 

to sell its new utility. Feature with 

NEW “cushion soft’? SINK MAT (L-120S) 
and other nationally advertised Lustro-Ware 
staples for increased housewares sales and profits, 


DORWIN TEAGUE ASSOCIATES 


MORE FAST-TURN STAPLES 
B-70S Rigid Polyethylene STORAGE BIN 
Big capacity with easy-stack 
multiple use 


feature for 
Full color labeled. 


LS-65 Three piece 
Scoop Set 
styrene 


—= 


LS-175 S Dinner styled 
KETCHUP and MUSTARD 
DISPENSER ‘Elegante’ metallic 
decorated polyethylene 


C-19S COFFEE CUP, 9'207 


of boil proof polyethylene 


L-161 S BABY BATH with King Size tray for 
soap and wash cloth. Every mother wants its 
light, clatter-proof and soft 
polyethylene the 
baby v 


convenience 
woarm-to-toucn 
co'or 


pleasure for 


labeled 


WORLD'S LARGEST 


qe "€ 
Guaranteed by “% 

Good Housekeeping 

* od 


, 


COL 


Get this NEW LUSTRO-WARE 
HOUSEWARES CATALOG as your “buying 
guide’ for stocking the plastic staples you 
need for top volume sales. Over 200 nationally 
advertised values backed by Good 
Housekeeping research and guaranteed 


customer satisfaction. Sells like sixty! 
UMBUS PLASTIC PROD., INC., Columbus, Ohio 
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BOSTON VINYL HOSE The BOSTON brand gives’ you 
. gleaming transparent everything you need to do an all-out 


‘d le-extrudec aque . i ae 
or doub ruded opaque selling job! You get the sales pull 


A of a long-established, highly 
regarded name ... the best-looking, 






most complete line .. . sparkling 
BYLOW RETR FORCED . ° 

vine PLAST H modern self-sell packaging ... pow- 
erful new merchandising aids 


prompt service that builds your 


BOSTON NYLON-REINFORCED HOSE 
. 80 durable if 
“takes care of itself” 


business and profits when the 
selling’s hot. 


BOSTON TRIPLE-TUBE 
SPRINKLERS 

. every feature 
your customers want 


BOSTON RUBBER HOSE 
. growing in demand 
year by year 





AMERICAN BILTRITE RUBBER COMPANY 


CHELSEA S50. MASSACHUSETTS 





Also makers of Biltrite Garden Hose and Sprinklers 








- World's Most Complete Metal Ladder Line 


o So light a 2-foot  —> the adjustable 
ladder can oe. lifted Peay rf back of 


‘ : regular stepladder; 
‘L] Stronger than any can be used on un- 


other metal ladder, °ve" surfaces such as 


stairs, or tips upward 
pound for pound to make an 


‘L) Precision engineered “extension.” 


a Fireproof, rustproof, "ATENT PENDING 
| corrosion and 


; : 














E SELECT-O-MAT 





= TACKANAIL 
SELECTOMAT 








shock t f rp Featuring 
et consiont | Az)! Nationally Advertised 

J Non-magnetic, Mi : 

Fy non-smudging, hs iP RI SAF-T- HED 

: # i tn, : > oe 

fe ener & & THUMB TACKS 


UPHOLSTERY NAILS 


FURNITURE GLIDES 





OPER PERUIORT 


on 3 et! | rr i 4 | 
MAGNESIUM LADDERS : 
oe . Ihe only display to feature, on 
Outlast ... outperform other ladders. prongs, Thumb Tacks, Uphol- 


Write for full information, catalog and prices e Frees counter space...only stery Nails, Furniture Glides and 
on complete line and other household products. 13” wide! Ball Bearing Casters. You pay no 


e All merchandise on rack, no more for marvelously convenient 
HITE METAL ROLLING « STAMPING CORP. , 


back-up stock: hang-up packages in a self-dis- 
443 FOURTH AVENUE, NEW YORK 16, N. Y. © Traffic stopping 2-color, 2- oor Pena 


BALL BEARING 
CASTERS 


















PLANTS: Warsaw, Ind. and Brooklyn, N. Y. sided metal sign! ie eeeleccar a prs 
World's Largest Producers of Magnesium Products. e Sparks self service impulse terrific sales appeal... will sell on 
sales! sight to customers! 
Housewares Show * BOOTH +1268 © Drill Hall 
_ Want more facts? Circle 167, p. 81 HERE’S THE 


k x BIG PROFIT DEAL "240 


WANTED! 


Profitable Fin Traffic Buibders 


LAST SEEN HEADED FOR JAN. HOUSEWARES SHOW 











Will probably be found near COUNSELOR exhibit 
e @& *& @ @ 


REWARD: 
NEW SALES FOR YOU! 


By Authority of: The Brearley Co., Rockford, Il. 
Want more facts? Circle 150, p. 81 











Retail Value $37.08 
Your Low Cost 24.00 

















Your Big Profit $13.08 
PLUS FREE : 
DISPLAY RACK ern | 


“ DOZ. ‘is BALL BEARING CASTERS 
‘& DOZ. '%+ BALL BEARING CASTERS 
































the perforated board weg a4 hin Use handy Coupon to order or receive more information. 
’ See ) ee eee eee S. 
that 5 WAVS 7 ® Anercer fc QO pn American Tack Co., ry 
\ Dany Flatiron Bidg., New York 10, N. Y. 

LATIRON Bi0¢ Ship the foll d bill through jobber belo 

. BETTER ’ ° Reade heated, Pieese ship.....-deal(s) #270 at $24.00 per deal 
Brings new profits to with one free revolving display rack for each deal ' 
hardware dealers. Ask ° ordered. 
your Hardware Whole- ‘ EE a ee hn a 
saler about it! . 1 Company ee ee 
> ‘ Address = aatinitetieeeiaia all ‘ 
PERCLIP ALLAN MANUFACTURING CO.| | = Jobber's Name —— ualenns meinen ; 
325 Duffy Ave. , Address -— — 
DIVISION Hicksville, N. Y. Send me additional intormation. 


Want more facts? Circle 168, p. 81 
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HARDWARE AGE, December 31, 1959 © 121 





3 STARRING today in the 


nation’s most interesting 
homes! Your most profitable 
cabinet hardware line! 


STAR'S 


FAST SELLING 


~ Americana | 





Handsome steel and die-cast pieces 
beautifully finished in Chrome. Black, 
Polished Brass, Polished Copper, 
Nickel or Prime Coat. 









SWEPT-WING 

HINGE 

#519 

Fiush Type 

2516 

Semi-Concealed 

Type in %", '/2", 

sft ¥,"" 

7518 

Offset Type in %" 
DRAWER SLIDES 

#652 

All-steel 


sturdy drawer 
slide, mounted 
under drawer 
in center with 
only four nails 


V-PULLS (with concave center) 
a Ae i595 


a a Centers 
~ not avail- 
S able in nickel) 

mS A 


SEMI- 
CONCEALED 
HINGE 





416 
For overlaid 
doors to 34,"" thick 











ALWAY MAGNET 
CATCH 

#232 

Only catch in its 
price class that can 
be used on lipped, 


flush or overlay 
doors (Aluminum 
onty) 





Ask for complete 
catalog & price 
list TODAY. At- 
tractive finished 
Birch Piaque 
11/y"*x15¥/"'x'/2"" 
to display 
mounted sam- 
ples avaliable 
upon request. 


TA Rmerat pRovucts Co 
5 tler street, Brookly® ya Cee 
380 Butter 


Want more facts? Circle 170, p. 81 
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Sold through wholesalers only 











R B & W simplifies fastener 
pricing, nomenclature 
(Continued from page 118) 


vice-president in charge of sales, 
the most pronounced need is for 
list prices having some degree of 
permanency so customers can fig- 
ure costs accurately and distribu- 
tors might use them in their cata- 
logs. 

To do this, Mr. Davey said, lists 
were changed to bear a direct re- 
lation to costs. Any change can be 
taken care of by changing the dis- 
count. The issuing of new lists is 
not anticipated for some time. 

Much traditional fastener no- 
menclature has been dropped or 
changed to eliminate unnecessary 
words and to make terms clearer. 

Some of the changes are: The 
term “bolt” will describe a product 
furnished with a nut; the term 
“hex screw” will describe a product 
with a washer face and a con- 
trolled body tolerance; the term 
“unfinished hex screw” will de- 
scribe a product having no washer 
face and having wider body toler- 
ances. 


Monufacturers name new 
distributors for lines 


The following manufacturers 
have named new distributors for 
their lines: 

Lawn Boy Div. of Outboard Ma- 
rine Corp., Lamar, Mo.—Lynnu 
Auto Parts, Inc., Sault Ste. Marie, 
Mich.; Oklahoma Hardware Co., 
Oklahoma City, Okla.; L. C. Lip- 
pert Co., Sioux Falls, S. D.; and 
Commerce Distributors, Inc., Bal- 
timore, Md. 

Acco Power Products Div.., 
American Chain & Cable Co., Inc., 
Bridgeport, Conn.; Supplee-Bid- 
dle-Steltz Co., Philadelphia; Cer- 
rulo Electric Co., Hazleton, Pa.; 
Raub Supply Co., Lancaster, Pa.; 
and Dixie Appliance Co., Roanoke, 
Va. 


Manufacturers expand, 
move to new facilities 
Dupli-Color Products Co., has ac- 
quired 156,240 sq ft of land in Cen- 
tex Industrial Park, Chicago, for 
a new plant. The new building will 





™ symbol of the most excitins 
new development in equipment 


for outdoor living. 


BOOTHS 860-862 


National Housewares Show, Chicago 


=1"4 54-1 Pf 


Md. 


The Everedy Company, Frederick, 


Want more facts? Circle 142, p. 81 
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Stretch your advertising dollars. 
Use this 4 p. Directory of House- 
wares Manufacturers with Co-op 
ad funds for dealers. Lists com- 
pany, product and how much 
co-op money allowed. Send 20¢ 
to HA Reader Service Dept. for 


a copy. 
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Chestnut & 56th Sts., Philadelphia 39 














THERE IS A DIFFERENCE IN CHAMOIS 
SUNSHINE 
ranch Shoces4. 


GENUINE 
CHAMOIS SKIN 


sUt@ee sme Mae.) \c a 
MADE IN USA 
Ask Your sobber for Our Double 


Duty Chemois Double Value! 
"EASIER TO USE 
"LASTS LONGER 
“CLEANS BETTER 
HOYT & WORTHEN TANNING CORP. HAVERHILL, MASS. 


Want more facts? Circle 171, p. 8&1 











be a one-story structure contain- 
ing 56,000 sq ft of floor area. 
Portable Electric Tools, Inc., has 
announced plans for a new 207,000 
sq ft, one-story, multi level building 
to be erected in Geneva, Ill. The 
new building will contain approxi- 
mately 175,000 sq ft of manufac- 
turing area and 30,000 sq ft of ad- 
ministrative offices and cafeteria. 


Free riding tips build 
bike department traffic 


Hardware dealers can build traf- 
fic in their bike departments dur- 
ing Bike Month with free riding 
tips on how to pedal correctly, and 
ankling and other riding tricks en- 
joyed by highly sk: ed riders. 

These tips, the newest addition 
to the program for \merican Bike 
Month, May 1960, were developed 
as a further inducement to attract 
the buying public. 

During last year’s Bike Month, 
free inspections and rules of the 
road bru idened traffic and sales in 
many stores, announced the Bicycle 
Institute of America. 

The hardware dealer has many 
points of tie-in with this program 
through accessory sales, window 
displays and local bike programs. 

This material can be obtained 
through your bike distributor. 


1% dip in construction 
contracts next year 


A decline in housing will offset 
gains in other major construction 
categories next year and produce 
a slight drop in total construction 
contracts, according to the F. W. 
Dodge Corp. 

This downturn in housing con- 
tracts would be the first since the 
end of World War II, amounting 
to about 1 percent below the record 
breaking 1959 total. 

The Dodge forecast indicates 
non-farming starts in 1960 will to- 
tal about 1,250,000 units. In terms 
of contracts, they will be down 1 
percent in total contracts and 8 
percent in dollar value. 

The report emphasized that the 
1960 total will still be huge, with 
contracts amounting to more than 
$36 billion. Practically every con- 
struction category other than hous- 
ing should show gains over 1959. 














GET THE BIGY FOR FAST PROFITS 


New 
S 





MICRO-KEEN CUTTERS 


For Cleaner, 
More Efficient Operations 


Cuts all the Food.....No Waste 




































OUTSELLS 
ALL OTHER 
SALAD- 
MAKERS 


Duncan Hines 

FOOD AND 
VEGETABLE 
CUTTER 


GRATES ... SHREDS... PEELS 
0 © « BANGED « oo See ce « 
WAFFLES ... CRUMBS... 
CHOPS. Over '-million sold. 
Highest profit food appliance 
available. Best quality materials 
and construction. Leads all 
others in volume. 


*Trademark of Hines-Park Foods. Inc. 


Ithaca, N. ¥. Kitchen-Quip Inc., Licensee. 


NO OTHER 
PRODUCT 
LIKE IT 





MODELS TO RETAIL 
FROM 
$10.95 to $19.95 


CUTS & SERVES HOT & COLD 


Foodco 
CAKE... PIE... ICE CREAM 


. . « MEAT LOAF, ete. Stainless PASTRY ; 
steel blades, Durez handles. Ad- CUTTER- 

justable hinge tension. Finest gift ss 
quality. Rugged durability. Beau- SERVER ‘2 


tifully packaged. Top impulse item. 
$2.98 
(retail) 


Foodco 
HAMBURGER 
BEST OF 
ALL PATTY 
PRESSES 














DIE-CAST FORMS & PRESSES UNIFORM 


ALUMINUM MEAT PATTIES. Fun for home- 
$2.49 makers and patio chefs. Pinless 

25° hinge for easy washability. Stores 
(retail) flat in drawer. No. 1 in quality 

of all presses. Almost a “must” 

“ae for every home. Sells on sight. 


2.98 
pore MORE PROFIT! 
\ Call your jobber 
or write factory 


for catalog and prices. 





hed 


toodco Appliance diy, - 


KITCHEN-QUIP, INC., 400 MARION STREET, WATERLOO, INDIANA 
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Read it in HARDWARE 


NEWS OF 





HARDWARE AGE FOR 





News About Dealers: Smith and McCormick 


Purchase Store; Rename It Dave’s Hardware 





Delaware, Ohio — OK 
HARDWARE STORE, one of the 
town’s oldest businesses, has 
been bought by Dave Smith 
and Matt McCormick. The 
store has been operated by 
Mrs. F. R. Conklin since the 
death of her husband in 
1933. He started the business 
in 1910. OK Hardware will 
now be known as DAVE’S 
HARDWARE and Mr. Smith 
will be the general manager. 
An extensive remodeling pro- 
gram is planned. 


lonia, Mich. —- LYON’sS 
HARDWARE held a_ grand 
opening of the newly stocked 
store. A 10-percent discount 
was offered on all merchan- 
dise during the two-day 
opening. Prizes were given 
at a drawing on the final 
day. 


Mexia, Tex, — Tom Eu- 
banks, who has been in the 
oil business for the past 
year, will now be associated 
with his brothers at Ev- 
BANKS HARDWARE. W. M. Eu- 


banks, Jr., is the store’s 
manager and Fred Eubanks 
is the assistant manager. 


Derby, Kan.—Kenneth 
Austin has bought the SI- 
MONSEN HARDWARE from 
Frank B. Simonsen. The 
new name of the business 
will be AUSTIN HARDWARE 
AND MOWER SERVICE. 


Mays Lick, Ky.—Mr. and 
Mrs. Gordon Paynter have 
bought the JAMES T. WIL- 
LIAMS’ hardware store and 
its building. The store, 
which has been closed dur- 
ing the past several months 
due to the illness of Mr. 
Williams, will be reopened 
as PAYNTER’S STORE. 


New Washington, Ohio— 
Howard Ulmer has bought 
the SHELL HARDWARE in a 
transaction with Albert and 
Joseph Shell, co-administra- 
tors of the estates of Leon 
and Marcella Shell. The 
store has reopened as UL- 
MER’S SHELL HARDWARE. 








JAMES G. GEDDES 


H. K. Porter, Inc. 
Elects New President 


Henry K. Porter has been 
elected president of H. K. 
Porter, Inc., Somerville, 
Mass. Mr. Porter succeeds 
James G. Geddes who has 





HENRY K. PORTER 


been elected board chairman. 

Francis T. Lind was 
elected executive vice-presi- 
dent and Walter E. North- 
cutt a vice-president. Harry 
M. Webster and Thomas M. 
Porter were re-elected vice- 
presidents. 
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H. E. PENNER 


Penner Named to Witte 
Sales Promotion Post 


H. E. Penner has been ap- 
pointed sales promotion man- 
ager of Witte Hardware 
Corp., St. Louis wholesaler. 
He also will assist vice-presi- 
dents L. H. Wallhaus and 
Irwin Mohr. 

Mr. Penner was sales man- 
ager and sales promotion 
manager for Shapleigh 
Hardware Co., St. Louis 
wholesaler. 








HARRY H. DODSON 


Cussins & Fearn Co. 
Elects Vice-Presidents 


Four vice-presidents and 
four board members were 
elected recently by Cussins 
& Fearn Co., Columbus, Ohio 
chain store firm. 

Those elected are: 

Harry H. Dodson, vice- 
president and superintendent 


WALTER J. COCHRAN 


of operations in the operat- 
ing department. 

Walter J. Cochran, vice- 
president in charge of the 
sub-department of leasing, 
building, equipment and 
store management in the op- 
erating department. 

Eugene F. McKee, vice- 
president of education and 

(Continued on page 128) 





EUGENE F. McKEE 


CARLE R. WUNDERLICH 








AGE while it’s NEWS 


THE TRADE sacunns 


DECEMBER 31, 1959 














EDWARD MANVILLE 


Manville and Routsong 
Move up at Vocaline 


Edward Manville has been 
named sales manager of the 
Communications Products 
Div. of the Vocaline Co., Old 
Saybrook, Conn. 

Ralph Routsong has been 
appointed marketing mana- 
ger for Vocaline. 

The new appointments are 
part of the firm’s expansion 
program for its Communica- 
tions Products Div. which 
both men helped to develop. 





RALPH ROUTSONG 


Mr. Manville has been a 
member of the firm’s sales 
organization. Mr. Routsong 
originally held the post of 
merchandising manager for 
Vocaline. 


Carborundum Appoints 


Gordon O. Watson has 
been promoted to assistant 
director of marketing for the 
Carborundum Co., Niagara 
Falls, N. Y. He was assis- 
tant director of marketing 
for the midwestern district. 





Acme Quality Paints Celebrates 75th Year 
In Business; Publishes 32-page Brochure 


Acme Quality Paints, Inc., 
Detroit, Mich., is celebrating 
its 75th Anniversary with a 
32-page commemorative bro- 
chure covering the history of 
the company. 

Acme started in a 40 x 74 
ft building in Detroit. 
Thomas Neal and W. L. 
Davies founded the company 
under the name of Acme 
White Lead & Color Works. 

Today the firm is one of 
the top paint producers in 
the country with an annual 
rate of about 5 million gal- 
lons. 

Gordon H. Robertson, vice- 
president and general man- 
ager, states that sales volume 
has increased $4 million in 
the past 10 years and he 
expects the same rate of 
growth in the next decade. 

Acme paint, insecticides 


and automotive finishes, dis- 
tributed nationally and in- 
ternationally, are produced 
in California, Texas, New 
Jersey, and at the headquar- 
ters plant in Detroit. 

The firm is a wholly owned 
and the largest subsidiary 
of Sherwin-Williams Co. 
which purchased Acme in 
1920. 

In the 1920’s Acme re- 
search produced one of the 
earliest color tinting ma- 
chines, the Acme Color Eye 
for the automotive trade. In 
1950 Acme’s Fashion-Right 
Colorometer was introduced 
for retail stores. 

Officers of the company 
are: Mr. Robertson, vice- 
president and general mana- 
ger; W. A. Hoyer, treasurer; 
and A. H. MacNabo, secre- 
tary. 


Ox Fibre’s Fold-Out Back Cover Ad Marks 


Merchandising First in Business Magazines 


The fold-out advertisement 
of Ox Fibre Brush Co. on the 
back cover of this issue rep- 
resents another first in mer- 
chandising promotion in 
business magazines, accord- 
ing to L. V. Rowlands, HARD- 
WARE AGE publisher. 

It is believed that this is 
the first time an advertise- 
ment of this type has been 
used on the back cover of a 


merchandising magazine. 
This four-page fold-out ad- 
vertisement presented a num- 
ber of unusual mechanical 
problems which were solved 
by the cooperative efforts of 
W. B. Lebherz, Jr., Ox 
Fibre’s marketing director, 
the firm’s advertising agency, 
Emery Advertising Corp., 
and the production depart- 
ment of HARDWARE AGE. 





Steinman Expands Lines 
With Drapery Hardware 


Steinman Hardware Co., 
Lancaster, Pa., wholesaler, 
has entered the drapery 
hardware field through pur- 
chase of the Stanley-Judd 
distributorship from Ess & 
Dee Mfg. Co., Harrisburg. 

Steinman Hardware will 
service retail accounts in its 
2l-county marketing terri- 
tory around Lancaster. 

Frederick Shand, Stein- 
man vice-president, will be 
in charge of drapery hard- 
ware buying. Miller Kready, 
formerly with a housewares 
wholesaler in Reading, will 
be Steinman’s salesman spe- 
cializing in drapery hard- 
ware. 

J. Robert Moore, Steinman 
president, pointed out the ad- 
dition of drapery hardware 
is in line with the company’s 
taking on additional lines. 
Steinman has been a Stanley 
distributor for many years. 

Ess & Dee in closing out 
its business sold its drapery 
hardware inventory, amount- 
ing to about $15,000 at 
wholesale, was purchased by 
Steinman and transferred to 
Lancaster. 


William Hoyt Retires 
From Yale & Towne 


William R. Hoyt who has 
been associated with the Yale 
& Towne Mfg. Co., New 


York, for 57 years has re- 
tired. 

Mr. Hoyt joined the firm 
in 1902 and was graduated 
from the company’s appren- 
tice school in 1908. He held 
posts in various management 
levels from foreman to man- 
ager of the company’s major 
divisions and other top man- 
agement posts. 

He was presented with an 
illuminated testimonial by 
the senior management group 
of Yale & Towne. 





RICHARD LEEDS 


Idealware Appoints 
Leeds Sales Manager 


Richard Leeds has been 
appointed sales manager of 
Idealware, Inc., housewares 
subsidiary of Ideal Toy 
Corp., New York. 

Mx. Leeds was vice-presi- 
dent of Brilllum Metals 
Corp. 
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Fast-moving, Space-saving 


GARMENT HANGERS 


Quality built . ... Priced to fit 


we) ‘eee every budget! 


Limited closet space in both apartments and homes 
makes Ajax complete line of garment hangers highly 
promotabie items in every way—price, quality, appear- 
ance, convenience. Substantial mark-up assures high 
profit return. 


JUNIOR ECONOMY 
“OVR-DOR" 
HANGER 403 


Inexpensive, for hang- 
ing shirts, blouses, 
etc., after ironing. 8” 
arm accommodates 7 
garments. Clamps 
over door, comes 
carded. To retail for 
49c. 


ECONOMY SCREW-ON 
HANGER 401 


Ideal for small closets. 
Can be attached to 
closet rail. 13” arm 
holds 12 garments. 
Folds down out of way. 
Comes with colorful 
sleeve complete with 
screws. To retail for 
89c. Also comes in 
popular over-door 
style to retail for $1. 


UTILITY “OVR-DOR" 
HANGER 410-0 


Portable, heavy qual- 
ity, to hold 10 gar- 
ments in minimum of 
space. F ds down out 
of way. ivNo screws re- 
quired. To retail for 
$1.29. Screw-on style 
to retail for $1.19. 


~ 
by 


The Shoe Polishing Rack that 
PLUS THE Fits All Shoes—Swivels out of way 


Permits professional shoe shining at 
home. Easily adjustable to men’s, 
Swing-awa women’s, children’s shoes. Heel clamp 
g Y holds shoe firmly. “‘Shinz-All’’ swings to 
. - either side, out of way, or removes easily 
"SHINZ-ALL from wall bracket. 
All metal, highly plated, quality built 
by Ajax. To retail for $2.19. 
































All items attractively boxed for convenient display. 
Write for full details and prices. 


FE. J. AJAX & SONS, INC. 


Dept. HA-12, 92-43rd AVENUE NORTHEAST, MINNEAPOLIS 21, MINN. 
Want more facts? Circle 173, p. 81 
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News of the Trade— 





brief reports of 


MANUFACTURERS SALESMEN 


@ A. Y. McDonald Mfg. Co., Dubuque, lowa—John M. Mc- 
Donald, III, from assistant branch manager to Dubuque 
branch manager; L. R. Richards from assistant manager 
to Omaha branch manager. Mr. McDonald succeeds Alex 
Watt and Mr. Richards succeeds Leo Norton. Mr. Watt 
and Mr. Norton are retiring after almost 40 years service 
each. Joe W. Stember former sales promoter at the Sioux 
Falls branch to resident manager of the Rapid City, S. D. 
branch. 


@ Coated Abrasives and Related Products Div., Minnesota 
Mining & Mfg. Co., St. Paul, Minn.—F. M. Metcalfe from 
regional sales manager to division sales manager; C. L. 
Murphy from industrial trades sales manager to division 
marketing manager; and W. E. Marsden from automotive 
sales manager to eastern region sales manager for the 
division. 


e@ P. & F. Corbin Div., American Hardware Corp., New 
Britain, Conn.—H. William Eaton, Jr., from manager of a 
contract builders’ hardware department in Iowa to Wis- 
consin, the upper Michigan peninsula and part of northern 
Illinois, succeeding John C. Blied who resigned because of 
ill health. 


@ Stanley Works, New Britain, Conn.—Robert B. Dunbar 
from the marketing staff to manager, Chicago office and 
warehouse, succeeding David M. Wakelee who has been 
transferred to Stanley Hardware, division of Stanley 
Works in New Britain, Conn. 


| @ Weller Electric Corp., Easton, Pa.—Paul W. Rhodes, Jr., 
' regional sales manager for the Midwest region with Chi- 


cago headquarters; William H. Breckinridge detail and 
missionary man in Maine, New Hampshire, Vermont, Mas- 
sachusetts, Connecticut and New York. 


@ Enterprise Paint Mfg. Co., Chicago—Dwight V. Ander- 


| son to district sales supervisor of northern Wisconsin. 





news in brief of 


MANUFACTURERS’ AGENTS 


@ Baldwin-McLean, Inc., Greenwich, Conn.—New officers 


have been elected following the death of D. G. Baldv7in, 


president (see page 130). John D. McLean, former vice- 
president and treasurer, was elected president and treasur- 


_er; John D. McLean, Jr., former secretary now vice-presi- 
_dent; Mrs. Emilie Leech, secretary. Company will continue 
| without any other changes, with its main office at 21 
|Putnam Ave., Greenwich, and resident representatives in 


New Jersey, Long Island, Brooklyn, and Connecticut. 


@ Michael De John, New York City—Michael De John has 
organized an agency to represent manufacturers in New 
York state, including metropolitan New York. His head- 
quarters are at 635 E. 228th St. Mr. De John was with 
Century Drill & Tool Co. 


@ Vocaline Co. of America, Old Saybrook, Conn.—Texas, 


| Oklahoma, Louisiana and Arkansas to McKie-Colmere, San 
| Antonio, Tex.; North Carolina, South Carolina, Georgia, 





Florida, Alabama and Tennessee to Don Turpin Associates, 
Stone Mountain, Atlanta, Ga. 


@ Southwestern Plastic Pipe Co., Mineral Wells, Tex.— 
The northern border counties of Texas to John Buckner & 
Co., Dallas. 





NEW SALES PUNCH MONOGRAM 


FOR AN OLD HARDWARE STORE STANDBY 


e A return postcard in every box for obtaining individually ! 3 
cut stencil of purchaser’s name. 


e Bright Perma-Paint red fiag. MAIL BOXES 








e Materials and workmanship in complete conformance to 
government regulatio.is. 


© Boxed in individual display cartons or bulk (6 per ship- 
ping carton). 

e Model No. 1, standard size, 8% deep by 64" by 18%”. 

e Model No. 2, large size, 14% ° deep by 11” by 234%”. 


JOIN THE RAPIDLY GROWING LIST OF JOBBERS AND DEALERS 
HANDLING THE MONOGRAM MAIL BOX.... CONTACT ONE OF 
THESE REPRESENTATIVES OR WRITE DIRECT: 


CLARK HOUSEWARES SALES CO LANG, HOLLAND G SCOTT 
3747 Paxton Ave., Cincinnati 9, Ohio 3311 N. Cicero St., Chicago 41, Illinois 


C. V. CLARE ASSOCIATES MILLER ASSOCIATES 
13 E. Oneida St., Baldwinsville, N. Y 15251 W. 8 Mile Road, Detroit 35, Michigan 








BERNIE LEINOFF WILLIAM PAYTON 
1170 Broadway, New York 1, N. Y. 100 Betsey Willioms Dr., Providence 5, R. I. 


ARDLEE ASSOCIATES, 3701 N. Broad St., Philadelphia 40, Poa. 


STEEL CITY MANUFACTURING CO. 


190 NORTH MERIDIAN ROAD YOUNGSTOWN, OHIO 
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TO THE BUYER WHO VINYL and ALUMINUM 
BELIEVES AS WE DO WEATHERSTRIP for 
“The Best of Anything Is Yet DOORS and WINDOWS 


“ 

To Be Made Be prepared for BIG PROFITS with this 
E know that there are a score of toilet tank balls on the new combination vinyl and aluminum 
market. But, the ingenuity and engineering factors m- weatherstripping for windows and 
corporated in the “ROYAL FLUSH” have outpaced everything doors. Double tubing vinyl can be re- 
and anything previously made. For price structure, markup 

and rack packaging, this product has no peer. 
We're telling the world about it. Just note the consumer- 

directed ad below. 

Please write or call for caialog sheet, prices and other ‘info. 








versed when worn without removing 
permanent aluminum casing. Eliminates 
drafts and dirt— easily installed — 
just cut to size and nail in place. Now 








available in individual sets for doors 
and windows. 


Pat. Pending Stop JIGGLING that handle! 


Stop JANGLING yout nerves! 
OYAL FLUSH oe re 


TOILET TANK BALL 
seats’perfectly every time! 
STOPS NOISE! SAVES WATER! FITS ANY TANK 
Comes with heavy-duty guide Door set for top and sides includes c 
prongs and DuPont's Metalized nails and sweep bar for bottom. 
Dacron Line. Water pressure forces ) 


ball into outlet. Pronags de ond , 
nar ba or firtnly Ay Anes HRESHOLD Smartly designed with a resilient vinyl tubing thot actually 
ettechéd- “Line” repleces oft-bre i . T hugs the bottom of a door. Vinyl tube has two sides; when 
1 HaROw As one si 
- wa | 








, side becomes worn reverse it. Girder construction 
ken chain or rod. Positively no , 
STORES GZ gives maximum load bearing capability and is easy to 
tools needed. # PLEAS - 
2 ~ oe sweep over os there ore no sharp edges to trap dirt or 


L tri , individu il ackaged in ij ° yl ¢ lenath ‘ 
RECOMMENDED BY MASTER PLUMBERS ws Te pon ally pockag all popular lengths 


complete with screws and instructions for installing. 
3 YEAR GUARANTEE Royal industries itd., Vineland, N. J. 


WRITE OR PHONE FOR PRICE LIST 


Protected “Mfg.’s Rep.” Areas Open! Write Today! WEATHERSTRIP & CALKING CORP. Phouc 
2050 W. 59th St., Chicago 36, Ill. PRospect 8-5000 
Want more facts? Circle 175, p. 81 Want more facts? Circle 176, p. 81 
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-SELFIX 
PRODUCTS 


SO.EASY 


tae 


$0 EASY 





MOISTEN 
wirn WATES | —__ The most complete 
and fastest selling line 
of bath and kitchen 
self-adhering accessories 


in America 





Oe 
NO NAILS! NO SCREWS! 


NO GLUE CAPSULES TO OOZE OR LOSE! 


ORDER THROUGH YOUR WHOLESALER — or direct, 
stating the name of wholesaler through whom delivery 
is to be made. 


SELFIX PRODUCTS COMPANY 
223 WEST ERIE SBREET, CHICAGO 10, ILLINOIS 
Want more facts? Circle 177, Pp. 81 
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Stockholders Approve 
Pendleton-Vichek Sale 


Stockholders of Vichek 
Tool Co., Cleveland, have ap- 
proved the sale of operating 
assets to Pendleton Tool In- 
dustries, Inc., Los Angeles 
(HA Dec. 17, p. 75). 

Vichek will operate as a 
wholly-owned subsidiary be- 
ginning Jan. 4. It will re- 
tain its own corporate iden- 
tity and trademarks. E. C. 
Koster will continue as presi- 
dent. 

Operating assets include 
the forged tools plant in 
Cleveland and a plastics divi- 
sion in Middlefield, Ohio. 


Ekco Division Names 
Merchandising Manager 


Charles Moffat ‘ias_ been 
named merchandising de- 
partment manager, House- 
wares Div., Ekco Products 
Co., Chicago, Ill. Mr. Morfat, 
a former product planner in 
Ekeo’s housewares division, 
wl. iirect product planning, 
1erchandising, advertising 
and sales promotion activities 
for that division. 

He succeeds Malcolm 
Smith, who was elected to 
the newly-created post of 
vice-president, foreign divi- 
sion. 


Hardware Men Advised 
To Charge Architects 


Hardware men were ad- 
vised to charge consulting 
architects for writing up 
hardware specifications by 
John Bell, the speaker at the 
November meeting of the 
Inter-City Builders’ Hard- 
ware Club in Montreal. 

Frank Jones, club presi- 
d nt, presided. The program 
chairman was Robert Davis. 
Andre LaLiberte arranged 
the program. 

The club’s next meeting is 
on Jan. 13 in Ottawa. 


S. L. Wolf Elected 
As RPWDA President 


Stephen L. Wolf, S. Wolf’s 
Sons, New York City, was 
elected president of the Re- 
tail Paint & Wallpaper Dis- 
tributors of America, Inc., at 
its recent convention and 
trade show in Chicago. 

William R. Secter, Wall- 
brunn, Kling & Co., Chicage, 
was elected vice-president and 
Benjamin H. Slade, West- 
coit, Slade & Balcom Co., 


News of the Trade 





Providence, R. I., was elected 
treasurer. New directors are: 
Nathan Goodman, New 
Brunswick, N. J.; Herman 
Josephson, Flushing, N. Y.; 
Anthony Lawrence, Woon- 
socket, R. I.; and Thomas C. 
Sullivan, Jr., Arcadia, Calif. 


New Jersey Association 
Elects 1960 Officers 


Fred Quantmeyer has been 
elected president of the Ber- 
gen County Hardware Mer- 
chants Assn., Inc., of New 
Jersey. 

William Eckert was elect- 
ed vice-president; Marjorie 
Talbot, secretary; Henry 
Sternbergh, treasurer. Elect- 
ed as one year trustees are: 
Charles Goodman, Emil 
Tuma and Harry Palmer, 
past president. Trustees 
elected to two year terms are 
Henry Volz and Floyd Win- 
ters. 


Eisbrener is Emerson 
Salesman of the Year 


Ray Eisbrener, merchan- 
dise salesman for Emerson 
Electric Mfg. Co., St. Louis, 
Mo., was named Salesman of 
the Year during the com- 
pany’s national sales meeting 
in St. Louis recently. 

This is the second year in 
a row that he has been 
honored as one of the firm’s 
top three merchandise sales- 
men. He has been with the 
company since 1957. 


Cussins & Fearn Co. 
Elects Vice-Presidents 
(Continued from page 124) 


promotion in the merchandis- 
ing department. 

Carle R. Wunderlich, vice- 
president in the merchandis- 
ing department and assis- 
tant general merchandise 
manager. 

Newly-elected board mem- 
bers are Francis Wright, 
Harry H. Dodson, Walter J. 
Cochran and Carle Wunder- 
lich. 

William Coleman has been 
appointed buyer for tires, 
auto accessories, tool and 
hardware, lighting fixtures, 
summer furniture. 

Clifton Gordon was named 
buyer for farm and garden 
supplies. 

Gerald McKeown has be- 
come buyer of major and 
minor electrical appliances. 











SELF-DISPENSING 


BRAIDED PICTURE WIRE DISPLAY 


UNIT PACKED 
10 COILS PER DISPLAY 





SUITABLE FOR: 


1.PEG-BOARD DISPLAY 
2. SELF-SERVICE DISPLAY 
3. COUNTER DISPLAY 
4.SHELF DISPLAY 





Complete Catalog on Braided Picture Wire, Solid and 
stranded Clothesline, Spool and Coil Wire Assort- 
ments, Electric Fence Wire, Stovepipe Wire and other 
wire items... YOURS FOR THE ASKING. 


SOLD THROUGH WHOLESALERS ONLY 


QNCHOR 


c WIRE CORPORATION 
aad Eeernt uae? > SS 
JAMAICA 23, LONG ISTAND, NEW 


aCe nd OK: Pit ve Want more facts? Circle 178, p. 81 : 
N EW : LOW COST DRAWER ROLLERS 
¢ 


—from SWENSON 
No. 1001 


A sam oO PAIR TO A DRAWER... 
- Pine r New exclusive design — 
most inexpensive quality 


Mr. Retailer: 


To increase wire sales, insist that your whole- 
sales supply you with ANCHOR PRODUCTS. 
“Thre FINEST WIRE 


in the FINEST PACKAGE” 
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drawer rollers available. 
Y Order thru hardware jobber, 
Black or White Rollers ° 
or write for catalog. For | 
Copper plated * Hard polyethylene sample of rollers send 35¢ i 
rollers © Smooth « Silent ¢ Simple 
to install © Packed in bulk, 50 pair to 
box—or, in individual polyethylene bags, 


FROM STOCK MOLDS © * 
Manufactured by: 
20 pair to box ¢ Brads included 


) 
ere < 
ay 4 

, 

i ¥ 
hee 


to cover mailing. 


oe ee 


SWENSON MFG. CO. Je ATTRACTIVE bie 
SOLD THRU HARDWARE JOBBERS 9459 Washburn Crossing Rd. 


Downey, Calif. TO. 1-0935 se PILFER-FROOF 
________Want more facts? Circle 179, p. 81 


SPUR IMPULSE | 
Sv BUYING bili > 


Ro Ro Ro Perhaps your tooling costscan | 
W N T € D : | be eliminated with New ae 
A @ | 


Harris Blister Packs from 














Stock Molds 


! | , Sead ! 
Profitable Flew Traffic Wile ers Sento ve "Pol : : 





If ic fits one of our stock molds 

you save money while attractively 

packaging your product. 

We also custom design Blister 

Packs to your exacting specifica- 

tions. 

*« ; 

$5 SB Dag rte 


Your inquiry will receive our 
ete tle a nc a 
NEW SALES 


CT alee bliin, Riise ail p At om ; Ne AN a JLAR- 
FOR YOU! SAMUEL P. HARRIS, INC. 
‘ , 55 Pawtucket Avenue * East Providence 16, R. |. 
By Authority of: The Brearley Co., Rockford, Ill Over 50 Years of Modern Merchandising Arts 
Want more facts? Circle 150, p. 81 Want more facts? Circle 180, p. 81 
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LAST SEEN HEADED FOR JAN. HOUSEWARES SHOW | 





Will probably be found near COUNSELOR exhibit | 
x~ *«* k& * 
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DOUGLAS L. JONES 


Jones Joins Division 
Of Ace Hardware Corp. 


Douglas L. Jones has join- 
ed the Ace Dealer Service 
Div., Ace Hardware Corp., 
Chicago, I1l., wholesaler. 

For the past three years 
Mr. Jones was president of 
the AJS Associated Stores, 
Inc., which operated Ace 
Store #305, Carbondale, IIl. 
He will cover the southern 
parts of Illinois, Kansas, 
Missouri, Indiana and Ohio. 

Mr. Jones is a former 
salesman and manager of the 
Dealer Plan Div., Shapleigh 
Hardware Co., St. Louis, 
Mo., wholesaler. 


New Fram Air Corp. 
Elects First Officers 


An organization known as 
Fram Aire Corp., Division of 
Fram Corp., Providence, R. 
I., will be set up as a new 
company effective Jan. 1, 
1960. 

C. A. Wilson has been 
elected president of the new 


organization. David C. Will- 
son was elected vice-presi- 
dent and general manager. 
Ellis B. Scripture was elect- 
ed vice-president of sales. 
Jordan H. Stevens was 
elected secretary - treasurer. 
Steven B. Wilson is the 
board chairman. 





Dates Announced For 
Wholesalers’ Shows 


E. Rabinowe & Co., 
Inc., two Open House 
and Merchandise Ex- 
hibits, Feb. 14 = at 
Yonkers, N. Y. ware- 
house and Feb. 28 at 
Middletown, Conn. 


Oklahoma Hardware 
Co., Spring Market at 
Huckins Hotel, Okla- 
homa City, Jan. 24, 25. 


Moore - Handley 
Hardware Co. Mer- 
chandise Mart at com- 
pany showrooms, Jan. 
10-16 in Mobile & 
Nashville. Jan. 24-Feb. 
6 in Birmingham. 


Coast to Coast Stores 
Central Organization, 
Inc., Minneapolis, Feb, 
7-10 at Pick - Nicollet 
Hotel; Portland, Feb. 
14-17 at the Multno- 
mah Hotel. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the convention 
calendar beginning on page 
112. 











This is the newly completed permanent merchandise display room 
of Piedmont Hardware Co., Danville, Va., wholesaler. Formal open- 
ing of the display room will be celebrated March 20-22 at the 


company's General Merchandise Trade Show. 


Piedmont Hardware 


plans a sporting goods show in January, and after the General 
Merchandise Trade Show in ‘March there will be a toy show in 
June. Toy, housewares and giftwares displays in June will be left 
in place until Christmas so dealers may revisit the display and 
order fill-in merchandise for holiday promotions. 


130 © HARDWARE AGE, December 31, 1959 





News of the Trade 


Krylon Elects Todd 
To Board of Directors 


Emory S. Todd, president 
of Todd-Blunt, Inc., Nar- 
berth, Pa., manufacturers’ 
representative firm, has been 
elected a director of Krylon, 
Inc., Norristown, Pa. 

Mr. Todd was a vice-presi- 
dent of Krylon, Inc. and was 
active in various executive 
capacities during the early 
development of Kryle prod- 
ucts. 


FTC Appoints Grandey 
To New Legal Position 


Charles E. Grandey has 
been appointed the Federal 
Trade Commission’s Assis- 
tant General Covnsel for 
Voluntary Compliance. 

Mr. Grandey was director 
of FTC’s Bureau of Consul- 
tation. While he was director, 
Hardware Age interviewed 


him on phony pricing prac- 
tices. (See HA, Aug. 13, p. 
68). 

He will devote full time 
to the Commission’s program 
for obtaining voluntary com- 
pliance with the laws it ad- 
ministers. 

About a year ago the FTC 
conducted a campaign 
against phony pricing and 
currently is cracking down 
on bait and switch advertis- 
ing. 


Calbar Paint Renamed 


Calbar Paint and Varnish 
Co., Philadelphia, has 
changed its corporate name 
to Calbar, Inc. The firm, 
which will mark the 40th an- 
niversary of its founding in 
January, manufactures in- 
dustrial paints and coatings, 
caulking compounds, setting 
and glazing compounds, col- 
orless masonry coatings, and 
caulking and pressure guns. 


OBITUARIES 


D. G. Baldwin 


D. G. Baldwin, 66, presi- 
dent of Baldwin - McLean, 
Inc., manufacturers repre- 
sentative, with the main of- 
fice in Greenwich, Conn., was 
killed Dec. 1 while driving 
home from the office. Mr. 
Baldwin started with the A. 
Baldwin Co., in New Orleans, 
now Stratton-Baldwin Co. In 
1924 he organized the manu- 
facturers’ representative firm 
of D. G. Baldwin Co., in 
New York. The corporate 
name was changed in 1935 to 
Baldwin-McLean, Inc., with 
Mr. Baldwin as president. 


Edwin A. Haw 


Edwin A. Haw, 82, chair- 
man of the board and presi- 
dent of Haw Hardware Co., 
Ottumwa, Iowa, wholesaler, 
died Dec. 11 at St. Joseph 
Hospital, Ottumwa. Mr. Haw 
joined the wholesale firm, 
founded by his uncle George 
Haw, in 1906 and 23 years 
later he became president. 


P. T. Wyatt 


P. T. Wyatt, 93, associated 
for 67 years with Job P. 
Wyatt & Sons Co., Raleigh, 
N. C., wholesaler, died re- 
cently in Durham, N. C. In 
1866 he joined the firm, 


founded by his brother, and 
became secretary of the 
farm implement and_ seed 
company. He held that office 
until he retired in 1954. Mr. 
Wyatt was selected as a 
member of the Hardware 
Age Fifty Year Club in 
1949. 


Worth B. Plyler 


Worth B. Plyler, president 
of Monroe Hardware Co., 
wholesaler at Monroe, N. C., 
died Dec. 2. Mr. Plyler went 
to work for Monroe Hard- 
ware when 16 years old. For 
35 years he served in several 
capacities, including a num- 
ber of years covering the 
western North Carolina Ter- 
ritory. Then in 1951 he was 
elected president. 


Edward C. Shinners 


Edward C. Shinners, 8&5, 
of Buhl Sons Co., Detroit 
wholesaler, died Dec. 6 at 
his home in Detroit. Mr. 
Shinners retired from Buhl 
in 1947 after 47 years. He 
was president of the Hard- 
ware Old Timers Assn. 


James J. Shanks 


James J. Shanks, 66, re- 
tired hardware dealer, died 
Nov. 21 in Baptist Hospital, 
Memphis, Tenn. 





A new corporate symbol has been adopted by Landers, 
Frary & Clark, New Britain, Conn. This is the first time 
the firm has had a symbol. It will be used to identify the 
firm's 300 items. The products will still be marketed under 
established trade names which will be incorporated into the 
symbol. Standing in front of the symbol, left to right, 
Stanley G. Fisher, vice-president and general sales man- 
ager: Bret C. Neece, chairman of the board; and Harry 
T. Silverman, president. 


Eighty-four salesmen and district 
representatives attended Minnesota 
Paints, Inc. sales convention in Min- 
neapolis. Personnel from the firm's 
five plants were on hand to greet 
the salesmen and to join in the 
opening celebration of Minnesota's 
90th anniversary. 


Promotion plans for the coming year were discussed at the Weller Electric Corp. annual national sales meeting Dec. || at the home 
office in Easton, Pa. Shown in attendance, left to right: first row, Edwin Y. Thompson, Carl E. Weller, C. R. Robertson, John H. Rogers, 
Thomas T. Happel, James Coleman, Paul W. Rhodes, Jr., Robert J. Eschenfelder, Earle Thompson, Alden J. Brassaw. Second row; Alfred 
P. Wertz, Leroy Wassum, Jr., Theodore A. Burd, John Hand, Bernard Collura, Louis W. White, William H. Breckinridge, Ear! A. Christ, 
Lawrence A. Warner, Donald R. Fegley, and George P. Wilcox. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 

Set solid, maximum 50 words........... $5.00 


Each additional word........ 10 
Positions Wanted 
(Special Rate) set solid, maximum 
50 words sO 


Each additional word........... . 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


catalogs, etc., will not be forwarded to box 


sufficient postage for remailing. 


NOTE: Samples of merchandise, literature, 


number advertisers, unless accompanied by 


No agency commission allowed. 

HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTEDBBREPRESENTATIVES WANTEDMBREPRESENTATIVES WANTED 








MANUFACTURERS 
REPRESENTATIVES 


Wanted now calling on Hardware 
Jobbers to represent established Man- 


ufacturer of complete line of Air 
Filters for use in home heating and 
air conditioning installation. Line is 


merchandised through Hardware Job- 
bers only as a brand name quality 
i.ern. Only representatives well es- 
tablished in the trade will be consid- 


ered. Following states open: Kansas, 
Missouri, Minnesota and Wisconsin. 
Also Penna., Maryland, Delaware, 


West Virginia and Kentucky. 
details in first letter. 


Box 1241, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39. Pa. 


Full 











ee 








MFRS. REPS. WANTED 


For hottest line of Aluminum Thresholds, 


Aluminum Hardware and Building Spe- 
cialties. 
Calling on Jobbers and Distributors only. 


Several choice territories now open 
stating full particulars 


LUSTRE LINE PRODUCTS 
53 N. 2nd Street Philadelphia 6 Pa. 


Reply 











———___ Se 








REPRESENTATIVES WANTED 


EXCELLENT LINE for sales 
tives calling on the retail trade in hard- 
ware, department, Variety and chain 
stores. Item has excellent repeat business! 
Good commissions. Write, giving territory 
and background 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6 Minn. 


representa- 
































PAINT BRUSH SALESMAN 


Prominent paint brush manufacturer has 
open territories for successful sales pro- 
ducer. Prefer man now calling on paint, 
hardware, lumber dealers Protected ter- 


ritories. Established business. Will a.so 
consider sideline man or manufacturers’ 
agent 


Box 1234, e¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














FACTORY REPRESENTATIVE WANTED 
—All territories open—New Scientific, Non-Acid, 
Non-Caustic Septic Tank and Cesspool Cleaner 


for sale to Hardware Distributors and Retailers, 
also to Plumbing Supply Houses. Sold with 
Money Back Guarantee. Excellent commission 
arrangement. Du-Mor Products, Inc., 20 West 


22nd Street, New York 10, New York 











SALES REPRESENTATIVE WANTED to 
handle sales of fasteners, fabricated steel and 
wire products in northern New Jersey sales ter- 
ritory for established manufacturers’ representa- 
tive. Some knowledge of fasteners preferable. Age 
25 to 35 years. Box 1237, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 
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WANTED: 
MFRS. REPS AND DISTRIBUTORS 


who've heard about the solid 
success of MARBLE-LUS Marble 
Polish (and cleaner) in New York 
and California . 
If you lean 
brands, lean closer. 
is the market-making household 
chemical that’s riding the coat- 
tails of a nationwide splurge in 
marble table tops and home decor. 
It has been heavily publicized— 
from cover stories to inside tips 
—in almost every worthwhile con- 
sumer magazine. No one, includ- 
ing us, expected this kind of busi- 
ness from this kind of item. But 
you can’t argue with reorders. If 
you think you can duplicate this 
success in your own state, write 
right now. Our commissions, dis- 
counts and freight arrangements 
couldn’t be better. 


LARAMIE CHEMICAL CORPORATION 


Box 266, Ridgeway Stat., Stamford, Conn. 


toward leading 
MARBLE-LUS 














HARDWARE SALESMEN 


Calling on retail hardware and lumber 
yard dealers, also plumbing and electrical 


supply concerns. One size Screw Anchor 
fits all screws and designed for all types 
of walls. High commission. Protected 


territory to qualified salesmen. 


FITSALL SCREW ANCHOR 
473 S. Franklin St., Hempstead, New York 

















REPRESENTATIVE WANTED 


with following among hardware whole- 
salers by long established Importers of: 
AUTOMATIC PISTOLS AND REVOLV- 
ERS. Southwest, West and some other 
territories open. 


OMEGA IMPORT COMPANY 
307 Fifth Ave., New York 16, New York 














REPRESENTATIVES WANTED for whole- 
sale and Retail accounts to sell patented Utility 
Hook. Commissions high and steady. Not a line 
but a single item that is new, different and 
highly saleable. Write today for sample and de- 
tails. Handell Hook Company, 8811 Garfield 
Blvd., Cleveland 25, Ohio. 





TERRITORIES AVAILABLE FOR MANU- 
FACTURER’S AGENTS contacting volume buy- 
ers. Just expanded hardware-houseware specialty 
line, introducing two new products. Diversified 
five-product line in 39¢-$1.98 bracket. All fast 
movers. Large repeat percentages. In-store dis- 
plays. Trade advertising support. Advertising 
allowances. Many established accounts. Clover 
Products, 944 Monroe Avenue, Rochester 20, 
New York. 





WANTED 
MFR'S REPS and DISTRIBUTORS 


Now calling on Hardware, Indus- 
trial, Builders’ and Electrical Sup- 
ply Jobbers. New revolutionary U.S. 
Patented Plastic expansion Anchor- 
ing Device. Tremendous sales po- 
tentialities. Reply giving details in- 
cluding other lines handled. 


Box 1014, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

















To: MANUFACTURER'S "REPS" 
Who Feel That The Best of Anything Is Yet te Be 
Produced .. . 


Our new “ROYAL FLUSH” TOILET TANK BALL. 
bids fair to out-sell all other items of its kind now 
available. Hailed by hardware, plumbing engineers 
as ‘‘the best yet.” Most ingenious, simple device ever 
produced. Protected territories available. Excellent 
proposition. Write, call OXford 2-3250. 


ROYAL INDUST” :5, Ltd., Vineland, N. J. 




















PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men 
now calling on Paint, Hardware and Lum- 
ber Dealers. Give all particulars first let- 
ter. all inquiries held strictly confidential. 


Write Majestic Brush Mfq. Corp. 
210 W. 29th St., New York 1 














REPRESENTATIVES calling on hardware 
wholesalers wanted for heavy repeat item sold 
through rural hardware stores. Nationally adver- 
tised milk filter disc used by every dairyman. 
Top manufacturer, top commission, protected ter- 
ritory. Box 1131, c/o Harpware AGE, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 








MANUFACTURER’S REPRESENTATIVE 
WANTED sell Nationally Advertised line to 
Hardware, Electrical and Automotive jobbers. 
Opportunity to cash in on fast selling Electrical 
Circuit Tester. Retails for only $1.98. Some 
good territory open several States. Burnworth 
Tester Co., 815 Pomona Ave., El Cerrito 8, 
Calif., LA 5-7599. 





WANTED, SALES REPRESENTATIVE, 
calling on retail hardware, lumber yard and 
variety stores. Protected territories. Cast alumi- 
mum house numbers, letters and silhouettes. Fin- 
ished in black wrinkle enamel. Suitable for 
decoration, signs, house identification, etc. We 
manufacture metal products for house and garden. 
Arco Specialty Products, Box 127, Hallandale, 
Florida. 





REPRESENTATIVES WANTED 


FACTORY REP., EXCLUSIVE TERRITO- 
RIES in W. ad Ww. Va., Upper N. Y. State, 
lowa, Nebr., & S. Dak., N. M., Ariz., Calif. 
to represent builtesy Hardware Mfr. Excellent 
potential. Box 1102, c/o HArpware AGE, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVE 
wanted to sell friction, rubber and plastic tape. 
Please state area covered, lines carried and the 
number of men working and other pertinent facts 
Box 1235, c/o Harpware Ace, Chestnut & 56th 
Sts., Philade!lnhia 39, Pa. 





SALESMAN WANTED FOR FAST SELL 
ING Line of Residential type Mailboxes. (We do 
not make Rural type Mailbox.) Write Mailboxes, 
Inc., P.O. Box 365, Hampton, Va. 





. ACCOUNTS WANTED : 





MFG. REP. — IOWA, NEB. 


This agency can provide full coverage with 
complete market penetration through 
wholesale hardware and compatible whole- 
sale and chain outlets We offer very 
highest type representation ... Want one 
additional complete line by progressive, 
responsible principal. 
Box 1232, ¢/o HARDWARE AGE 

Chestnut & 56th Sts., Philadelphia 39, Pa. 














MANUFACTURERS REPRESENTATIVE 
Salesman College Graduate, has been employed by 
1 Nationally known Manufacturer for the past 26 
years in New York City. Covered Hardware, Mill 
Supply, Contractors and Electrical Supply trade 
Has done extensive missionary work among con 
tractors, seeks lines of reliable manufacturers. Box 
1242, c/o Harpwarge Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





WANT SALES RESULTS? We get them 
because we concentrate in Michigan, Ohio, Indi- 
ana. Will handle twe additional lines—only 
highest grade considered. Write Box 219, c/o 
Harpware AGE, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





NEW AGENCY OF SALES VETERANS 
GIVES YOU FULL LINE COVERAGE. Con. 
scientious coverage for your line in the Pennsyl- 
vania to Virginia area now possible. We are 
young but offer 30 years of combined sales, ex- 
perience in hard lines. We want a few hand 
picked lines so that we can get a reputation for 
old-fashioned hard-sell and frequency of calls. If 
this is what you seek but aren’t getting, write 
Box 1132, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





HARDWARE AND TOOL 
for Western New York, northern Pennsylvania, 
northeastern Ohio, Former wholesale hardware 
executive wants to sell to wholesalers. Experi- 
ence: 35 years hardware wholesale management 
and industrial engineering. Capable and energetic. 
Box 1227, c/o Harpware Aceg, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


LINES wanted 





ATTENTION: MANUFACTURERS: Ex- 
erienced distributor of toys, housewares and 
ardware lines available January Ist to handle all 

or part of your operation in Southern California. 
Background includes twelve years as wholesaler 
and factory representative. Box 1239, c/o Harp- 
— Ace, Chestnut & 56th Sts., Philadelphia 39, 
a 


ACCOUNTS WANTED Ma BUSINESS OPPORTUNITIES 





REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are national 
distributors with established actively oper- 
ating branch offices in New York, Phila- 
delphia, Detroit, Cleveland and Louisville. 
We carry the account or you can bill di- 
rect. Inquiries invited. Write ANCO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. 








WANTED SPECIALTY JOBBERS 


Traveling 3 to 10 men in the midwestern, 
southwestern and northwestern states. We 
have a good proposition for you to sell a 
complete fastener line that will fit in with 
your present operation. Write us for details. 


SHARON BOLT & SCREW CO., INC. 
Endicott St., Norwood, Mass. 














NEED REPRESENTATION 
LAND? Four man sales force, established since 
1930, covers hardware, housewares, automotive, 
party and club plan, rack jobbers, super markets, 
jobbers, chains, department stores and large re 
tailers. Can promote volume line. Inquiries in 
vited from responsible manufacturers. Suite 314, 
43 Leon St., Boston 15, Mass. 


IN NEW ENG 





MANUFACTURERS REPRESENTATIVE 
PRESENTLY covering New York State servic 
ing Heating and Plumbing, Automotive, Indus 
trial and Hardware Jobbers seeks adk litional line 
from Prime Manufacturer. Box 1210, c/o Harp 
— AcE, Chestnut & 56th Sts., Philadelphia 39, 

a. 





HELP WANTED | 


WHOLESALE AND RETAIL BUILDERS’ 
HARDWARE FIRM well established, located in 
downtown Manhattan, New York. Needs several 
experienced inside men for sales, phone orders, 
a aes etc. Highest salaries plus advancement. 
Reply stating qualifications, experience and sal 
ary "énieel Box 1224, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





WANTED INSIDE SALESMEN for custom 
builders hardware. Large firm—Good selection of 
merchandise. Many extra benefits. —ie: Hospitali 
zation and Life Insurance. Please mail all applica- 
tions along with photograph to: P.O. Box 36-311, 
Los aan California, Att: Mr. Alexander. 





POSITIONS WANTED 





HARDWARE APPLIANCE retail store. Es 
tablished for over 40 years. Located in central 
California in main shopping area. Clean stock of 
hardware, housewares, gifts and paints with fran- 
chises on brand name appliances and television 
Modern store and fixtures. Excellent long term 
lease. Sales volume for 1957, $300,000. Sacrifice 
sale at well below cost due to age and ill health 
For details. Box M-26, c/o Harpware AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa 








WE WILL PURCHASE JOB LOTS, seconds 
and surplus in hardware, electrical and plumbing 
items. Mail samples, specify quantity, packing and 
price for immediate action. Box 1236, c/o Harp- 
ware Ace, Chestnut & 56th Sts., Philadelphia 39, 
Pa. 





YOU CAN’T BEAT THIS! Less than $.05 
each for brass key blanks beautifully embossed 
with your name and address in permanent, raised 
letters. More than 120 different numbers avail. 
able. Every blank guaranteed! Full details in our 
free bulletin #858. Write today. HAZELTON 
CHAIN CO. (manufacturers of key blanks & 
sash chain), 81 Kemble St., Roxbury 19, Mass. 





POSITIONS WANTED 


POSITION WANTED 


Sales representative, with proven success- 
ful sales record, seeks change as a result 
of drastic reduction in number of items in 
the line. Nine years’ experience selling to 
hardware wholesal: New England; 
college graduate plus Harvard Business 
School 
Box 1238. c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 




















TOP-FLIGHT MANAGEMENT MAN 


This top flight executive, with unusually di- 
versified background, is planning to relocate. 
Experience includes top management respon- 
sibilities in manufacturing, wholesaling and vol- 
untary retail chain operations. Well qualified 
in finances, operations, sales, etc. Age 50. Will 
welcome discussion with interested parties. 


Box 1240, c/o HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Pa. 











SALES POSITION WANTED FOR CALI- 
FORNIA by mature man with 25 years of suc- 
cessful sales and management experience in both 
the retail and wholesale fields, calling on hardware, 
drug, variety, and department stores. Moderate 
draw required, Box 1233, c/o Harpware AGce, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


SALESMAN well qualified in tools, 
and plumbing supplies, hardware, locksmith sup 
plies, sporting goods, housewares, and garden 
semen "A Seeks association as manufacturer's rep 
resentative in Mid-west with headquarters in 
Cleveland, Ohio. 16 years’ experience in Hard 
ware and related lines. Past 10% years with same 
company. Write William Reingold, 4202 Wilming 
ton Road, Cleveland 21, Ohio. 


electrical 


Don't miss the BUYING CHECK LIST on page 74 
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\NGUMMING WEATHEi 


FOR AUTO & HOME 


sIL-GLYDE 
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compound 
with 


SILICONE 


PREVENTS 
FREEZING, STICKING 
ELIMINATES SQUEAKS 
meen SmmeenTOLE BUABILIIIII 


EFFECTIVE |#ROM | 


wvanods 
Tv Law 
uasens 


_—— 


» 


jWOH. 3 OLNV 4Os. 


NI MDILS 
NI1Z3344 
"$pusatig 


ON! 


20°|F..1O # 400° F. 


SIL-GLYDE® 


THE MIRACLE LUBRICANT 
FOR SILENT HOMES AND AUTOS 





No other type of lubricant has the STAYING 
POWER of new SIL-GLYDE lubricating com- 
pound with Silicone. Spray or squeeze—SIL- 
GLYDE leaves a super strength, Silicone-for- 
tified film on rubber, metal, wood and plastics 
that really lasts. Works at 20°F below zero or 
400°F above. Lubricates Metal and Wood Win- 
dow and Screen Channels, Casement Windows, 
Drawer Guides, Sliding Doors and Screens, 
Garage Door Rollers, Bicycle Chains, etc. 
Silences and freeze-proofs car weather strip- 
ping, window channels, fan belts, etc. Plus 
many more home and auto applications. 

SELL IF 2 WAYS... 

handy, bubble-packed 114-ounce tube 
for pegboard or bin display — 89c 
each; or 6-ounce aerosol in attractive 
display box of 12—$1.49 each. 

See your supplier or write for details. 














AGs AMERICAN GREASE 
STICK COMPANY. 
MUSKEGON, MICHIGAN 


PRODUCT* 





Manufacturers of these other “Standards of the industry” me 


LOCK-EASE®) DOOR-EASE®) = AMERICAN RU-CLYDE‘ 
Graphited Stick Dripless Rubber 
Lock Fluid Lubricant il Lubricant 
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Index to Advertisers 





THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A D 
Ajax & Sons, Inc., E. J. ... 126| Dazey Corp. .... ee 
Allan Mfg. Co., Dennix Products Co. (sedi 107 
Se 121, 136| Devcon Corp. ............ 4 
American Chain Div., Disston Div.., 
American Chain & Cable H. K. Porter Co., Inc. .. 118 





ee eee ehs bye bine’ Drop-Lite Electric Mfg. Co. 104 
American Grease Stick Co. . 134 Dustpak Ltd., Inc. ..... 135 
American Tack Co., Inc. .. 121 
American Thermos Products E 

oO. a 35- 
Anchor Hocking Glaszs Corp. Eclipse Lawn Mower Co. oe | 
30-31 | Edward Can Co. ......... 90 
Anchor Wire Corp. . __ 129] Empire Brushes, Inc. ...... 17 
Empire Level Co. ......... 136 
ns relied Products Co. Everedy Co. 100, 104, 118, 122 
Artwire Creations, Inc. ... 103 
Arvin Industries, Inc. .... 106-107 F 
Atlas Tack Corp. ........ 95 | Flambeau Plastics Corp. ... 118 
Atlas Tool & Mfg. Co. .... 3 | Franklin Metal & Rubber Co. 9 
Fuller Tool Co., Inc. ....... 100 
. G 
B. B. Chemical Co. ...... 15 Goring Products, Inc. 
Ballonoff Metal Products Co. 103 110-181, 114-115 
Bethlehem Steel Co. ...... 93 | Goodrich eons Products - 
= ere rr 
—— ee 120 | Griffin Mfg. Co. ....... 65. 108 
Brearley Co. 105, 121, 129, 136 
Brown, Inc., John Clark ... 105 H 
Harris, Inc., Samuel P. ..... 129 
Hoyt & Worthen Tanning 
Cc PS pce sauninneer ones 122 
we ” E ae 21 
Columbus Plastics alias | 
Se a2 eRe 119 
Institute of Surplus Dealers, 
Coming Glass Works ..101, 102| ative of Surplus Dealers. 136 
Cross & Co., W. W. ..... 99 | Irvin Ware Co. ..........- 89 





START YOUR OWN PROFITABLE 
SPORTING GOODS BUSINESS! 


Visit The Spectacular STANTEX 


SPORT-ARAMA 


PHILADELPHIA, PA.—JAN. 17-21 
At the Armory—Broad & Diamond Sts. 


Learn how easy it is to get into sporting goods! See 1960's greatest 
lines of Sporting Goods, Fishing Tackle, Camping Supplies . . . pre- 
packaged units for limited spaces . . . self-service departments with 
pilfer-proof packaging. Expert answers to all your questions by Stantex, 
America’s most progressive sporting goods distributor, manufacturer anc 
importer. Free hot buffet; exhibits and sports celebrities. 


Write For Free Tickets 


MMESTANTEX CORP. « 40 N. 2nd St., Phila. 6, Pa. 
Want more facts? Circle 182, p. 81 
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why Hardware Dealers 












J Por-O-Por Co. of Florida .. 32 | . 
Porter Co., Inc. H. K.. | everywhere like fo Sell 
Jectson Mig. Co. ......... 104|  Disston Div. ............. 118 
Jefferson Screw Corp. ..... 116) Pro Hardware, Inc. ....... 91 | canto Pp R @) D UJ oni S 
| kuttle \ 
" R 


Kitchen Quip, Inc., | ] « The only complete line of humidifiers 


Rich, Inc., Howard B. .... 96. . . 
Food Peres :; | for warm air heatin tem 
oodco Appliance Div. .. 123 Royal Industries, Ltd. ..... 127 | — 
Rubbermaid, Inc. ...... 83, 84 2. More profitable sales due to greater 
L product demand 
Lenox Plastics, Inc. ........ 34 S | 3, Superior quality construction 
Liberty Distributors ....... 84 ¢ Weath Col | 
Loxem Mfg. Co. ... 19} 29g¢" Weatherstrip & Caling | 
cal 27” The New “pkcaattle paonote mM Counter- 
Selfix Products Co. ........ 128 | 
uM Shelby Metal Products Co. . 113 | Balanced Humidifier 
Sherman Mfg. Co., H. B. .. 18 | Here’s a sure bet to increase your 
M & D Store Fixtures, Inc. .. 79| Skuttle Mfg. Co. ....... . 135 | sales and profits. The new Skuttle 
Magic Iron Cement Co., Inc. 87) Stanford Pottery, Inc. ..... 112 | Model 711 is installed in vertical 
Marshalltown Trowel Co. ... 136| Santex Corp. ............. 134 | Plenums of any warm air heating 
Metal W C 32 | Star Metal Prod ‘ Cc 122 | system easily and quickly. There’s 
SPST WTS OEMs . 00 000s. 2 eee eo | mo complex mechanism, operates 
Miller & Co., Inc., Robert E. 136 | Steel City Mfg. Co. ..... 127 | with a single orifice. The Model 
Minnesota Mining & Mfg. Swenson Mfg. Co. ........ 129 | 711 is shipped completely assem- 
Te eeces rarer 103 | Swing-A-Way Mfg. Co. .... 28 | ae for ee, installation 
Micra Alusioum Co. ees 19] Sclventa Ghosts Predecte | 1 esired. Complete instructions 
Modern Mfg. Co. ......... 105 Inc., Lighting Div. cone er ane SenpaNly Sen EnE as See 





Write for further details on all models of Skuttle Humidifers. 


N tamil. Patented Vapoglas Plates 


U 


' ; ; Millions of humidifier evaporating plates 
ee 99 Union Carbide Plastics Co., | need replacing annually. Increase your 
National Brush Co. ...... 23 Div. of Union Carbide | ’ profits by using Skuttle No. 489 Universal 
National Metal Products Co. 94| COMP: ------- 222s eeeees 24-25 | Vapoglas Plates, designed to fit all makes 

Union Wadding Co. ...... 22 | of humidifiers. Skuttle Vapoglas Plates 
U. S. Metal Plastics ...... 33 | have been satisfying customers for years. 


Get the best, install Skuttle Vapoglas 
Plates . . . copied but never equalled. 


Ox Fibre Brush Co., Inc. 137-140 
' ° - | Slasrle-oine Electrostatic, Permanent, 


; anne 09 aaa ;, Washable, Lifetime Air iter ™ 


White Metal Rolling & _ Your customers will save; you i By 


TOR 


Oo | 











Perclip Div., Stamping Co. .......... 121 | will profit with Skuttle-Aire per- iy 
Allan Mfg. Co. ...... 121, 136| Wilson Plastics, Inc. ...... 109 | + ca prsnincne pe Mapes _ ih 

Plas-Tex Corp. ........... 20 | Woodhill Chemical Co. .... 2 poco pre ses yore ote Py 

Plumb Shop .............. 1051 Wright-Bernet, Inc. ....... 26 | placement costs are completely 


eliminated. Easy to install, easy 
to remove for cleaning. Skuttle- 
Aire light weight filters are avail- 


“dustpak’? DOES IT AGAIN! | = n 


You can be sure your customers are getting maximum efficiency 
from any installation where Skuttle-Aire Electrostatic, Perma- 


NEW, ATTRACTIVE nent, Washable, Lifetime Air Filters are used. 


PRINTED POLYETHYLENE 
@akutiile MANUFACTURING CO. 


PACKAGE... 
MILFORD, MICHIGAN 


means increased sales and more steady 
IN CANADA: WAIT-SKUTTLE CO., OAKVILLE, ONT. 














profits at no extra cost to youl 


DISPOSABLE VACUUM | ... , 
| CLEANER DUST BAGS | = the 
: for TANK, Made to standard — 


& specifications 
CANISTER, , in high quality a 
UPRIGHT filter paper os 


DUSTPAK LTD., Inc. Dept. 6, 205 N. 7th St., Bklyn. 11, N.Y. 


























DEFENSOR 504 HUMIDIFIERS PERMANENT FILTERS 


Want more facts? Circle 183, p. 81 Want more facts? Circle 184, p. 81 
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MARSHALLTOWN TROWEL COMPANY ¢ MARSHALLTOWN, IOWA 
_ Want more facts? Circle 185, p. 81 

















ee rer me ~ 


"i? 7 = (2) —— [ih e 
“AMERICA’S MOST ADVANCED EMPIRE LEVELS GOOD RETAILERS STOCK THEM! 


Level Line since 1919 
10926 West Potter Road, Milwaukee 13, Wisconsin 
Want more facts? Circle 186, p. 81 


ae 
Pwd RCLI — SPONSORED BY 
THE INSTITUTE OF SURPLUS DEALERS, INC. 


‘8 the purponme board es SUN * MON « TUES « JAN. 24-25-26, 1960 
‘| that’s WAVS ? (Sunday 10 A.M. to 9 P.M.— Mon. & Tues. 9 A.M. to 6 P.M.) 


BETTER ae ; AT THE 

















Buyers from All Over the World Will Attend Y 


THE WORLD'S LARGEST TRADE SHOW 











Brings new profits to NEW YORK TRADE SHOW BUILDING 


hardware dealers. Ask 8TH AVE. AT 35TH STREET, N.Y.C. 
your Hardware Whole- 
































saler about it! . | Money-saving values at the only trade show that helps all 
‘e.. | industry to dispose of industrial excess inventory and 
~s a PERCLIP ALLAN MANUFACTURING CO government surplus. For information contact 
325 Duffy Ave. F. D. REDER, Exec. Director, 1.S.D., 700 Eighth Ave., N.Y.C. 36 
DIVISION | Hicksville, N. Y. A 
Want more facts? Circle 168, =f ‘81 | Want more facts? Circle 187, p. 81 











* 


x * 
N T E D : | Changes New products and new 
aa - fita f IP Vow » * Hic fs al / - | trade names are constantly being added to the 


listings for the next Directory Number of HARD- 








LAST SEEN HEADED FOR JAN. HOUSEWARES SHOW || WARE AGE ° Therefore, if you do not find in the 
| current issue of the Directory Number the prod- 


Will probably be found near COUNSELOR exhibit | uct you are interested in, write to the “Who 
* * - * * 


REWARD: | ren be ona, HARDWARE AGE 
NEW SALES FOR YOU!  |J serve you. Chestnut & S6th Sts 


. Philadelphia 39, Pa. 
By Authority of: The Brearley Co., Rockford, Ill. | yo a 
Want more facts? Circle 150, p. 81 | 

















Genuine 


Original DOMES or SILENCE = 


INSULATED RUBBER CUSHIONED GLIDES 
‘<n Wonderful for all WOOD and METAL Furniture 


Glide Softly, Silently, Smoothly 


3-COLOR DISPLAY BOX 


Colorful . . . Eye-Catching. Sells on Sight 
Contains | doz. cards of either %'"', %"' or 1'' DOMES. DOMES have 


needle point nail. Case hardened steel, burnished nicke! plated mirror 
finish. 


Both Container and Cards in 3 COLORS 
ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 












One Set of 4 
on a 3-Color Card 


6 SIZES: %", %", I", 
11/716", 1%", IW". 


Ask your Jobber or write— 











Want more facts? Circle 188, p. 81 
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THE LINE 


2 »<(G(0) THAT 
MOVES 


FLOOR ++ 
SWEEP 
DISPLAY 


Moves $74.21 worth of sweeps 
in just 2.3 sq. ft. of space 















































l 

=e oe? Ti bill TT | thy This sturdy, all metal display unit is yours 

a0 ee ——e ie ee FREE when you order this high profit, high 

————— volume sweep assortment. Stocks, displays 
and sells 20 sweeps in five styles to meet 
every household and commercial use. Dis- 
plays sweep styles in front, stores complete 
assortment of handles and stock in rear... 
right at hand for quick and easy sales. 
Sweep sales go up, profits go up, when you 
use the Oxco Floor Sweep Display #2! : 














HERE’S YOUR PROFIT PACKAGE 


Priced to match NRHA Turnover Svaggested 


Handbook recommendations oe 


3—14” Maryland Household Sweeps......... . $3.00 
2—14” Ranch House Outdoor Brooms 
(hanging ring on handle) 
2—14” Regent Floor Sweeps 
(household use) 
2—16” Regent Floor Sweeps 
(household and commercial use)... .. 
2—18” Regent Floor Sweeps 
(commercial use) 
2—14” Challenger Floor Sweeps 
(commercial use)... .. 
2—18” Challenger Floor Sweeps 
(commercial use) 
2—24” Challenger Floor Sweeps 
(commercial use) 6.35 
3—18” Garage Palmyra Heavy Duty Sweeps 
(commercial use) 3.19 
1—All-metal, folding display rack with tep sign. FREE 
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PERCOLATOR 
KALSOMINE 


Choose from 


No. 907-H DISHWASHING 


No. 659-H Star 
Choose from 


Mason 
No. 102 25-H Mop Prairie 
No. 160-H 


No. 1105 Brush Glosso 
oo PASTRY No. 770 Speedy Clean se 
No. 634-H BOTTLE 
SCOURING Choose from ~ a pa 
Dot — 7 : oose 
No. 1221-H Sp | No. 88 
Choose from 7 Glow Choose from : No. 21 
No. 660 Speedy Clean Topper ; No. 657 
No. 990 Speedy Clean ITT No. 175-H 
Sanicare No. 635-H 


Choose from 








